Do you know the benefits of adding 
smart hydration to your workout program? 



Hydration Tips from 



Hydration. It Powers Health, Fitness, 
& Athletic Performance. 
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Get Smart: 
Nine Tips for 
Top Hydration 



Smart hydration is the key to feeling 
good and staying healthy when you 
exercise, whether it's 30° or 95°. Learn 
how to hydrate righ and experience 
exercise in a v h< le ,,ew way. 



1. Serious about breaking a sweat? Know your sweat rate. (Learn how to calculate your sweat rate at 
http://www.hydration.thecoca-colacontpany.com) 

2. Don't rely on general hydration recommendations during exe cise. Know your specific hydration needs. A weight 
gain or loss of >2% is cause for concern. 

3. Learn how to drink when you compete. Practice d inki g to yo r sweat rate when you train. 

4. Be aware that the signs of over-hydration are simi r to th signs of dehydration, so follow a smart hydration plan. 

5. Weight lost during exercise is dehydratio . Rehydrate with 16 ounces of fluid for every pound you lost. 

6. Exercising more than an hour? Rehydra e rig t by replacing fluids, sodium, and carbohydrates. 

7. Choose a flavored drink you like — hyd ation goes down easier when it tastes great. 

8. Plan for fluids when on the move: t ke em with you, know where to find em, have money to buy em. 

9. Start well-hydrated. The ACSM recommends drinking 14 to 20 ounces of fluids two hours before an event. 

For more details on the ine ules of hydration, visit www.hydration.thecoca-colacotnpany.com. 

Important Facts About Hydration 



Power Your Athletic Performance with Real Facts. 

Weekend warrior? High-performance athlete? Either way, when it com to keeping your cool, it 
pays to get the facts on sweat, hydration, and keeping your energy level high. When you're in the 
know, you can get and keep your healthy glow. And when you're prop rly hydrated, you're more likely 
to turn in your best performance. 

Not All Sweat is Created Equal ... 

Sweat cools your body down when you're hot, right? Yes and no. Sweat cools your body down when 
it evaporates from your skin. But sweat that drips off your sk n does little to cool you down when 
you're exercising. 

All Beverages Hydrate ... ^^^^W 

The Institute of Medicine of the National Academy of Sciences has found that all beverages, 
including those with caffeine, contribute to total daily hydration. If you're not in the mood for water, 
it's okay to reach for something else you enjoy like a sports drink, tea or a soft drink. 

Bea Your Thirst to the Punch . . . 

Listening to your body is a big part of any training program. But there's one time when you might 
want to overrule your natural instincts. Research shows that when you're hot and sweaty, your thirst 
mechanism may lag behind your body's needs. So go with the American College of Sports Medicine 
(ACSM) recommendations and drink before, during, and after exercise. 



Ready to Get Smart About Hydration? 

Your Top Questions Answered 

Meet Dr. Mindy Millard-Stafford, Ph.D, professor in the School of Applied Physiology at Georgia 
Institute of Technology and an advisor to The Beverage Institute for Health and Wellness of The 
Coca-Cola Company. Mindy focuses her research on thermo gulation and fluid replacement 
during exercise. She has published dozens of articles and research abstracts, serves on scientific 
panels, and has been a nationally ranked triathlete — so she knows the ins and outs of hydration. 
Here are her answers to your biggest hydration questions. 

Q: Why should I prehydrate before an athletic event? 

A: Pre-hydrating is an essential part of training and competition ... 

♦ Good hydration starts before you start moving. The American College of Sports Medicine 
(ACSM) recommends drinking 400 00 ml (about 14 to 20 ounces) of fluid two hours before 
exercise to make sure you're ad q ately hydrated. 1 



Staying CjoI and Performing Your Best 
is as Easy as 1,2,3... 
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Pre-hydrate Hydrate 
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Athletes who are dehydrated when they start competing don't perform as well. Why? 
Starting your workout dehydrated reduces he amount of fluid circulating in your 
bloodstream and bathing your body's cells Less circulating fluid makes your heart work 
harder during exercise, drives up your heat pr duction, and limits your body's ability to 
produce cooling sweat. The resulr: your body's core temperature rises faster and endurance 
suffers. Increased body temperature also affects your mental performance, with attention 
and vigilance the first to suffer. 

According to the American College of Sports Medicine, being dehydrated by more rhan 2% 
of body weight can significantly affect performance. 2 



1 American College of Sports Medicine. Position Stand on Exercise and Fluid Replacement. Med. Sci. Sports Exerc.,Vo\ 28, No. 1, pp. i-viii, 1996. 

2 ACSM Roundtable on Hydration and Physical Activity: Consensus Statements. Curr. Sports Med Ref 2005. June 4(3): 1 15-27. 



No Sweat. Smart Hydration Changes Everything. 




Q: How much should I hydrate while I'm exercising? 
A: Hydrate regularly to match, but not exceed, your sweat rate* 

This is an important guideline from the American College of Sports Medicine. The ACSM also 
recommends that athletes drink according to a consistent p an. He e's why... 

♦ You need to know your sweat rate. Sweat rates can vary greatly from individual to individual. 

♦ Performing light to moderate exercise in a cool dry environment, you can lose about a cup of 
sweat or more per hour. Perform the same ex rcis in warm, humid weather and you can lose 
more than a quart of sweat in an hour. Also the more acclimated to hot weather you become, 
the more sweat you will lose. 

♦ As an athlete, a hydration plan p ovid s you with a guide to how often and how much fluid you 
should drink. To do this right, you'll need to know your sweat rate, since sweat rates can be very 
different for each person, (calculat your sweat rate at www.hydration.thecoca-colacompany.com) 

These basic guidelines from the ACSM can help keep your body safely hydrated: 

♦ Drink plenty f fl ids during the 24-hour period before an event, especially during the m al 
prior to ex rcise, o promote proper hydration before exercise. 

♦ Co sume 14 to 20 ounces of fluid about two hours before exercise to stay hydrated and all w 
time t excrete any excess water. 

♦ Duri g exercise, drink to your sweat rate. Drink at regular intervals to replace water lost 
through sweating, but do not exceed your sweat rate. This is especially important for 
marathoners and ultra marathoners who are out on the course for more than four hours. 

For strenuous exercise lasting longer than one hour, drink liquids th t contain four to eight 
percent carbohydrates and approximately .5-.7 grams of sodium per lit r of water. Carbs help 
delay fatigue, and electrolytes replace what you lose through sweating. (Regular sports drinks 
are formulated in light of these recommendations.) ^^^^^^^ 

Q: I drink before* I drink during* Why do I need to drink again after exercise? 

At A smart hydration plan helps stop dehydration and over-hydration 
in their tracks* 




However, daily temperature and humidity chang s can have a big effect on how much fluid you lose. 
How quickly and completely you re-hydrate is critical if you plan to exercise again in a short time. 
Re-hydration means more than replacing the amount of fluid you lose — it also means replacing the 
electrolytes (primarily sodium) that you lose in sweat. 

If you weigh and then re-hydrate with 16 ounces of fluid for every pound you lose, you'll quickly 
restore your fluid balance. This is important in hot, humid weather. 



Ready, 
Set, 
Hydrate... 




Hydration rules. Find the right balance for you. 



0? 

A: 




How does dehydration affect performance? 

If you're dehydrated, your performance will suffer. Here's what happens*.. 

Exercise generates body he t — lots of it — which your body primarily gets rid of by increasing blood 
flow near the skin and through sweat. Dehydration compromises this process by decreasing your 
blood volume and rate of sweating, making your heart work harder, and increasing your perceived 
effort. The result, your core body temperature rises and endurance takes a dive. 

When nviro mental temperature goes up, performance goes down. When it's hot outside, your body 
absorbs eat from the environment. As your body temperature rises, more blood goes to your skin to c ol 
you, nd les oxygen-rich blood is available for your muscles, lungs, heart, and other organs. 

When do I need a drink with carbohydrates and electrolytes? 

Strenuous exercise lasting more than an hour takes more than wate ... 

One of the best ways to meet ACSM recommendations for carbohydrate in ke during exercise is to 
drink a fluid replacement drink with four to eight percent carbohydrates 

Sweet tasting fluid-replacement drinks taste good so you're apt to dri k more and get the carbs you 
need. They also aid fluid absorption and provide a quick source of fuel for active muscles. 

Fluid replacement drinks with added electrolytes are an easy wa to replace the sodium you lose in sweat. 

Consuming a sports drink while training enhances fluid intak and delays fatigue. 

Most regular sports drinks are specifically formulated to meet these recommendations. 
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t How do I keep from getting over-hydrated? 

Follow a smart hydration plan to prevent dehydration AND over-hydration and 
achieve a healthy balance. 

Hyponatremia happens when you lose salt and fluids through sweat, but only replace fluid. It typically 
affects endurance athletes whose water consumption over several hours far exceeds the amount of sweat 
they lose. As a result, they experience a dangerous electrolyte imbalance caused by low blood sodium levels. 
This can lead to disorientation, confusion, seizures, and even death. Unfortunately, signs of hyponatremia 
are difficult to distinguish from heat exhaustion or heat stroke. Therefore, the best defense is a smart 
hydration plan that provides not too much, but just the right amount of fluid to match sweat loss. 



For every drop you give, 
get every drop back. 




hydrate, energize, nourish, relax 




(i The Coca-Cola Company. All Rights Reserved. "Make Every Drop Count" and the Droplet Design are trademarks of The Coca-Cola Company. 



Myth: Never let them see you sweat 



No way! Sweat is a good thing and so is smart hydration. Just 
make sure you replace the salt and water ou lose when you 
sweat with the right fluid replacement drink. 

Refresh. Refuel. Rejuvenate 

Cool Your Body and Watch Your Athletic Performance Take Off. 

Discover how you can power your athletic performance 
with smart hyd ation. 



For more hydration tips, v^t^^nv^mation.thecoia-coLuoiiipaiiy.co))! today. 




This brochure was developed in collaboration with 
The Beverage Institute For Health & Wellness of The Coca-Cola Company. 

© The Coca-Cola Company. All Rights Reserved. "Make Every Drop Count" and the Droplet Design are trademarks of The Coca-Cola Company. 




Billion-Dollar Brands 

The Coca-Cola Company is the world's leading beverage company, 
refreshing consumers with more than 500 sparkling and still brands. 

The Company has the strongest portfolio of brands in the nonalcoholic 
beverage industry - n w featuring 20 brands that generate more than 
SI bil on USD in annual retail sales. 
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C ca-Cola 


Coca-Cola is the most popular and biggest-selling soft 
drink in history, as well as one of the most recognizable 
brands in the world. Created in 1886 in Atlanta, Georgia, 
by Dr. John S. Pemberton. Coca-Cola was first offered as 
a fountain beverage at Jacob's Pharmacy by mixing 
Coca-Cola syrup with carbonated water. 
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Corporate B- 
roll - Coca- 
Cola 12 oz can 




Coca-Cola was patented in 1887 and registered s a 
trademark in 1893. By 1895, it was being sold in e ery 
state and territory in the United States. In 1899 The 
Coca-Cola Company began franchis d b ttling oper tions 
in the United States and in 1906 bot ng oper tions 
expanded internationally. 


Corporate B- 
roll - Coca- 
Cola Glass 
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Fanta 
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Introduced in 1955, Fanta is the second oldest brand of 
The Coca-Cola Company and our second largest brand 
outside the U.S. Fanta Orange is the leading flavor but 
almost every fruit grown is available as a Fanta flavor 
somewhere. Consumed more than 150 million times 
every day around the world, consumers love Fanta for its 
great, fruity taste. 
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Sprite 




Introduced in 1961. Sprite is die world's leading 1 mon 
lime flavored soft drink. Sprite is sold in more t an 200 
countries and ranks as the No. 3 soft d ink worldwide. 
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Diet Coke Coca-Cola Light 




Diet Coke also known as Coca-Cola light in some 
markets, is a deli iou , no-ca orie soft drink. It was first 
introduc d in e United States on August 9, 1982, as the 

first new brand since 1886 to use the Coca-Cola 
Trade rk. T day. Diet Coke/Coca-Cola light is one of 
t e largest and most successful brands of The Coca- 
C la Company, available in more than 185 markets 
around the world. 
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Corporate B- 
roll - Diet 
Coke PET 
Bottle 



Diet Coke - 
Economy 
Class 



Coca-C la Zero 




Launched in 2005. Coke Zero was The Coca-Cola 
Company's largest product launch in 23 years. It reached 
billion-dollar status in 2007. Coca-Cola Zero offers great 
Coke taste, uplifting refreshment and zero sugar. 
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Coke Zero 
Presents: Zero 
Clue 



Minute Maid 



Minuto 
Maid 




Minute Maid has been making juice for more hau 60 
years and has a heritage of nutrition, innovation, and 
quality, hi 1945. the U.S. Army ordered 500,000 pounds 

of powdered orange juice from the Florida Foods 
Corporation, which later renamed itself Vacuum Foods 
and then finally the Minute Maid Corporation. The 
Minute Maid Coiporation was acquired by The 
Coca-Cola Company in 1960, marking its first venture 
outside of soft drinks. 
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Georgia 




Introduced in 1975. Georgia Coffee is the No. 1 re dy-to- 
drink coffee brand in Japan. Led by Georgia merald 
Mountain Blend, the highly popular Georgia ine-up 
includes more than 100 varieties of cold and hot c ff es 
sold throughout Japan. In recent years the brand has also 
expanded to other markets, including Ch na. South Korea, 
Singapore and India. 
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Powerade 



Powera e com ines carbohydrates and electrolytes in a 
g eat asting sports drink to help provide energy to 
work ng muscles. It quenches thirst and replenishes 
m nerals lost during sports or other intense activities. 
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D 1 Valle 




The Del Valle brand has its roots in Latin America and 
was acquired by The Coca-Cola Company in 2007. In 
2010, the brand reached billion-dollar status. It lias a 
diverse juice line-up. ranging from 100% juices and 
nectars to juice drinks, and is available in different, 
convenient packaging for the whole family. 
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Del Valle - 
The Secret is 
Caring 



Schweppes 




German-bom watchmaker, amateur scien ist. an ruthless 

dreamer. Jacob Schweppe was drawn to th new art of 
caibonating water discovered by Joseph Priestley in 1770. 
Schweppe refined and patented his own process of 

creating mineral water in 1783. 
The Schweppes brand is owned by The Coca-Cola 
Company in more than 100 countries, excluding, among 
others, the U.S.. Canada. Mexico, Australia and most of 
the European Union countries. 
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Aquarius 


















Aquarius was first launched in Japan and is t e No. 1 
selling sports drink in that country. In certain co ntrie . 

Aquarius is an isotonic beverage pr viding active 
hydration, while in other countries Aq rius is a popular 
water brand. 
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Minute Maid Pulpv 
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Minute Maid Pulpy was launched nationally in China in 

2005 It was the first brand that was developed and 
laim hed i an emerging market to reach the billion-dollar 
mark, which occurred in 2010. 
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Dasani 










Pure, crisp Dasani delivers fresh taste with a clean, fresh 
style. Launched in 1999. Dasani is a purified water 
enhanced with minerals. Dasani is distributed in 
PlantBottle. made of up to 30% plant-based materials. 
Our PlantBottle packaging looks, functions and 
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recycles just like traditional PET plastic, but does so with 
a lighter footprint on the planet and its scarce resources. 






Simply 

T 
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Simply offers premium, not-from-concentrate 100% 
juices, as well as a variety of juice drinks. All products 
are made with simple ingredients and have no added 
preservatives, colors or artificial flavors. Simply was 
launched in 2001and reached billion-dollar status in 2009. 
It is sold in the United States and Canada. 
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Glaceau vitamimvater 




Glaceau vitaminwater is a range of flavor d wat rs wi h 
added vitamins and minerals. Glaceau vitaminwater is a 

convenient way to get more of the nut ients you need 
throughout the day. The brand was created in New York 

in 1996 by entrepreneur Da ius Bikoff and has since 
become a leading iugredient-enli ced water in the U.S. 
The Coca-Cola Company acquired v taminvvater in 2007. 
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Vitaminwater 




Bonaqua water is enhanced with minerals to give it a 
distinguished and refreshing crisp taste. Bonaqua's largest 

markets include Russia. Hong Kong. South Africa, 
Germany and Azerbaijan. It became a billion-dollar brand 
in 2013. 
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Avataka 



Ayataka green tea is brewed using arefully lect d tea 

leaves, calorie free. The unique b end of na ural 
ingredients in Ayataka creates the distinc cloud ness that 
is characteristic of authentic Japanese teapo brewed tea. 
By gently swirling the bottle before drinking, consumers 

can see the cloudiness and enjoy the experience of 
drinking traditional green tea on-the-go. It was introduced 
in 2007 and reached billion-dollar status in 2012. 
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Gold Peal 




Gold Peak, introduced in 2006 in the U.S.. i a high- 
quality ready-to-drink iced tea with an authenti honi 
brewed taste. Gold Peak is made with high-quality tea 
leaves, real sugar (all flavors excluding Unsweet ned and 
Diet), no preservatives and pure filtered w ter to craft our 
one-of- a-kind home brewed taste. It reached billion- 
dollar status in 2014. 
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I LOHAS 




Coca-C la Japan launched the water brand I LOHAS in 
2009 Since its launch, it lias become the No. 1 immediate 
consumption natural mineral water brand sold in Japan. 
The water comes from multiple local sources and flavor 

extracts are obtained from the best sources to ensure 
highest quality and taste. A unique design feature of the 
packaging allows a person, once the product is consumed, 
to easily twist the PET bottle into a very slender form to 
minimize its size and facilitate recycling. 
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Fuze Tea 
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FUZE TEA is the first truly global tea brand from The 
Coca-Cola Company. It w : as introduced in 2012 in 14 
countries simultaneously, reaching billion-dol r sta us in 

-Uln. olUCC IIS IdlUlLil 111C UldllU 11 S CXpdUUCU 

availability to nearly 40 markets around the world making 
it one of the fastest brands of the Company to reach 
billion-dollar status. 
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2009/2010 Sustainability Review 

Our commitment to making a 
positive difference in the world 




Connected to Our Communities, 
Led by Our Bottling Partners 

Every day, the actions taken by our Company and our bottling partners 
touch billions of lives. Whether we are purchasing ingredients from our 
suppliers, creating our beverages, serving custom rs and consumers, or 
supporting the communities where we operate, we strive to be a force for 
lasting, positive change. We are indebted to our bottling partners, who 
are responsible for implementing so many of our shared plans. Without 
their leadership and dedication, our progress would not be possible. 
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THE COCA-COLA BUSINESS 

The Coca-Cola Company is a global business that operate on a local scale 
in every community where we do business. We do his through the power 
of the Coca-Cola system, which comprises our Company nd our more 
than 300 bottling partners worldwide. The Coca-Cola stem operates in 
206 countries, markets more than 500 brands and 3,300 beverage products, 
and sells 1.6 billion servings a day. 

The Company sources ingredients; manufactures and sells concentrates, beverage bases and 
syrups to our bottling partners; owns the brands; and is responsible for consumer brand marketing 
initiatives. Our bottling partners and some Company operations manufacture, package, merchandise 
and distribute the finished branded beverages to our customers and vending partners, who then 
sell our products to consumers. The entire Coca-Cola system plays an active role in fostering the 
development of communities where we operate. We also share the responsibility for ensuring 
the fair and ethical treatment of those involved in creating our products and the ingredients and 
materials we source. To learn more, visit www.ourcompany.thecoca-colacompany.com. 



LIVE Q POSITIVELY" 



LIVE POSITIVELY" focuses on seven core areas 
key to our business sustainability, with measurable 
goals and metrics for the Company and the 
Coca-Cola system. Some goals are "stretch" 
aspirations, and at times, despite our efforts, 
marketplace and other conditions may impact 
our ability to meet these goals. To learn more, 
visit www.sustainability.thecoca-colacompany.com. 



BEVERAGE BENEFITS 

Strive to offer beverages for every lifestyle 
and occasion while providing quality that 
consumers trust. 
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• Invest more than $50 million in research by 2015. 

• Innovate with natural sweeteners, which ave 
the potential to lower calorie pers rving 

• List the calories/kilocalories/kilojoul s per serving 
for our beverage products on the nt of nearly all 
of our packaging worldwide by the e d of 2011. 

• Strive to have low- and no lori options and/or 
smaller portion sizes availa le in ommunities 
where obesity is a signific n problem. 

• Continue developing products fortified with 
additional nutr nt to meet global consumer needs. 

i- v i • 

Supp rt a tive healthy lives through 
prod ctvari y, nutrition education and 
hysical ctivity programs. 

• Su port at least one physical activity program 
in every country in which we operate by the 
end of 2015. 

Support the Healthy Weight Commitment 
Foundation in reducing the total annual 
calories consumed in the U.S. by 1.5 trillion 
by the end of 2015. 

• Not directly market our beverages to 
children younger than the age of 12. 



COMMUNITY 

Foster sustainable communities through 
economic development, philanthropy and 
the creation of economic and social opportunities. 

• Form 1,300 to 2,000 new Micro Distribution 
Centers (MDCs) in Africa by the end of 2010. 

• Give back at least 1% of our operating income 
annually to help develop and sustain communities 
around the world. 

• Empower 5 million women through the Coca-Cola 
system by 2020. 

• Improve the quality of life in communities where we 
operate by supporting key initiatives and responding 
to community needs through financial contributions, 
in-kind donations and volunteer sen/ice. 



ENERGY EFFICIENCY AND 
CLIMATE PROTECTION 

Aim to be the beverage industry leader in 
energy efficiency a d climate protection. 
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Grow our busin ss but not our systemwide carbon 
emission from ou manufacturing operations 
through 20 5, compared with a 2004 baseline. 
Reduce our absolute emissions from our 
ma ufacturing operations in Annex 1 (developed) 
coun ies by 5% by 2015, compared with a 
2004 baseline. 

Improve the energy efficiency of our cooling 
equipment by 40% by the end of 2010, 
compared with a 2000 baseline. 
Install 100,000 hydrofluorocarbon (HFC)-free 
coolers in the marketplace by the end of 2010. 
Phase out the use of HFCs in all new cold-drink 
equipment by the end of 2015. 



SUSTAINABLE PACKAGING 

Aspire to make our packaging a 
valuable resource for future use. 



© 



• Improve packaging material efficiency 
per liter of product sold by 7% by 2015, 
compared with a 2008 baseline. 

• Recover 50% of the equivalent bottles and 
cans used annually by 2015. 

• Source 25% of our polyethylene terephthalate (PE 
plastic from recycled or renewable materia by 2015 

WATER STEWARDSHIP ^ 

Work to safely return to nature and 

communities an amount of wa er equivalent 

to what we use in our beverag s and their production. 

• Improve our water efficien y by 0% by 2012, 
compared with a 2004 basel ne. 

• Return to the e vironment, t a level that supports 
aquatic life, the w ter we use in Coca-Cola system 
oper tion through omprehensive wastewater 
treatme by the end of 2010. 

• Assess the vulne abilities of the quality and quantity 
of water sour es for each of our bottling plants and 
implement a source water protection plan by 2013. 

• Replenish to nature and communities an amount 
of water equivalent to what is used in our finished 
beverages by 2020. 



WORKPLACE 

Create diverse, healthy and safe work 
environments aligned with internationally 
respected human rights principles. 

• Achieve a 98% performance level for Company- 
owned and -managed facilities upholding the 
standards set in our Workplace Rights Policy by 2015. 



PERFORMANCE 



HIGHLIGHTS BY YEAR 
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Company Global Product 
Quality Index rating (out of 100) 
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Number of new beverage 
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600+ 


00+ 


700+ 


-600 


450+ 


Number of low- and no-calorie 
beverage products launched 


180+ 


160+ 


150+ 


150+ 


120+ 


Number of low- and no-calorie 
beverage products in total global 
portfolio and percent of total global 
beverage product portfolio 


800+ 
24% 


750+ 
25% 


700+ 
25% 


575+ 
22% 


475+ 
20% 


Percent of global sparkling volume from 
low- and no-calorie beverages 


15% 


15% 


16% 


15% 


15% 


ACTIVE HEALTHY LIVING 
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Number of physical activity and nutrition 
education programs sponsored by the 
Coca-Cola system and number of 
countries where p gram are present 


-150 
-100 


120+ 
85 


N/A 
N/A 


N/A 
N/A 


N/A 
N/A 


COMMUN TY 
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Total mpany economic impact, 
in lusive of global salaries and benefits, 
shareowner dividends, local capital 
expenditures, goods purchased and 
income taxes 


S23.4B 


S22.8B 


$21.2B 


S17.4B 


S16.6B 


Charitable contributions and equivalent 
percent of operating income 


SS8MM 

1.1% 


$82MM 
1.0% 


$ 9MM 

7.4% 


S70MM 
1.1% 


S76MM 
1.2% 


Number of MDCs and number of people 
employed in Africa by MDCs 


3,000+ 
13,500+ 


2,600+ 
12,000+ 


1,80 + 
000+ 


N/A 
N/A 


N/A 
N/A 



Key: 




U.S. = 


United States 


$ 


United States dollar 


B 


billion 


MM = 


million 


t 


metric ton (2,205 lb or 1,000 kg) 


C0 2 e = 


carbon dioxide emissions 




approximately 


d 


days 


N/A = 


data not available 
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ENERGY EFFICIENCY AND CLIMATE PROTECTION 








£> 


Direct greenhouse gas emissions for 
the Coca-Cola system' 


1.94MMt 
CO,e 


2.00MMt 
CO ; e 


1.9 MM 

CO ; e 


2.00MMt 
CO ; e 


2.02MMt 
C0 2 e 


Indirect greenhouse gas emissions from 
electricity purchased and consumed 
(without energy trading) by the 
Coca-Cola system' 


3.45MM t 
CO,e 


3.2 MM t 
C e 


2.98MM t 
CO,e 


2.97MMt 

CO ; e 


2.74MM t 

C0 2 e 


Total greenhouse gas emissions for 
the Coca-Cola system' 


5.39MM t 


5.26MM t 

CO,e 


4.96MM t 
CO,e 


4.97MMt 
CO,e 


4.76MMt 

CO : e 


Total megajoules of energy used by 
the Coca-Cola system' 


59.1 B 


58.6B 


56.9B 3 


56.3B 1 


53.5EV 


Energy use ratio (efficiency), defined as 
megajoules of energy used per liter of 
product produced by the Coca-Cola s stem 


0.45 


0.46 


0.46 


0.49 


0.47 


Total electricity purchased by th 
Coca-Cola system, measured in 
megawatt hours (MWh) 


6,425,507 
MWh 


6,162,180 
MWh 


5,714,036 
MWh 


5,565,379 
MWh 


4,900,382 
MWh 


Number of HFC-free ref rig ra d 
coolers and vendi g m chines placed 
in markets each year 


72,600 


31,400 


8,100 


2,500 


N/A 


r 

SUSTAINABLE PACKAGING 










& 


Pa kaging use ratio (efficiency), 
defined as grams of material used 
p r liter of product produced by 
the Coca-Cola system 


N/A* 


51.9 


50.0 


46.3 


N/A 


Percent of equivalent 5 bottles and 
cans sold by our system recovered 
through Coca-Cola system-supported 
recovery programs 


36%' 


33% 


36% 


35% 


N/A 


Company Global Packaging 
Quality Index rating (out of 100) 


92 




90 


89 


88 



f 



Pages IIMV 

1 Includes only stationary sources for manufacturing. 

2 As our unit case volume Increases, our water, energy and packaging use also may Increase; 
however, we are working to Increase our overall efficiency In each area. 

1 Our energy use figures have been recalculated for 2005, 2006 and 2007 based on changes to the organization. These 

changes did not affect our system energy use ratios (efficiency) for those years. 
' Data was unavailable at the time of publishing this report as we are currently implementing a comprehensive product 

data management system for the entire Coca-Cola system to help track systemwide programs and measure progress 

against our packaging goals. 
5 The above stated percent of "equivalent" bottles and cans recovered means recovered by the 

Coca-Cola system and third parties like government recycling programs and other private parties. 
' Figure pending final recovery data published by the European Commission. 

1 Our water use and water use ratio (efficiency) figures have been recalculated for the Europe Group for 2005 and 2006, 
based on changes to the organization. These changes affected our system water use ratio for these two years. 

8 We define "replenished" as the Coca-Cola system providing support for healthy watersheds and sustainable 
community water programs to balance or offset the water used in our finished beverages. 

' In 2009, replenish quantification studies were completed by external partners allowing the Coca-Cola system to calculate 
replenished water for projects through 2009. A copy of these studies is included on the enclosed CD on page 45. 
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2009 


2008 


2007 


2006 


2005 


WATER STEWARDSHIP 


v B 


Water use ratio (efficiency), defined as 
liters of water used per liter of product 
produced by the Coca-Cola system 


2.36 


2.43 


2.4 


2.56' 


2.62' 


Total liters of water used 
by the Coca-Cola system 2 


309B 


31 B 


300B 


290B' 


278B 7 


Percent of Coca-Cola system plants in 
compliance with internal wastewater 
treatment standards (which meet and 
often exceed applicable laws) 


89% 


88% 


85% 


83% 


78% 


Number of community water partnerships 
supported by the Coca-Cola system and 
number of countries where projects exis 


250 
70 


203 
56 


116 
48 


65 
38 


17 
14 


Percent of water replenished 8 y the 
Coca-Cola system based on the ota 












water used in our finished bev rag 


22%' 


N/A 


N/A 


N/A 


N/A 


WORKPLACE 










a 


Number of Work lace Rights 
Pol y a sessments 


107 


93 


106 


N/A 


N/A 


Wo fcp/a e Rights Policy compliance of 
Company-owned and -managed facilities 


90% 


67% 


N/A 


N/A 


N/A 


Number of bottling partner and supplier 
aud performed 


1,971 


1,898 


1,313 


1,029 


1 016 


Percent of employee base by 
gender — U.S. only (male, female) 


50% 
50% 


50% 
50% 


50% 
50% 


51% 
49% 


51% 
49% 


Percent of employee base by 
race/ethnicity — U.S. only 

African American 

Asian 

Caucasian 

Hispanic 

Other 


23% 
5% 

64% 
7% 
1% 


23% 
5% 

64% 
7% 
% 


23% 
5% 

65% 
6% 
1% 


23% 
5% 

64% 
7% 
1 % 


21% 
4% 

68% 
6% 
1% 


Company associate and casual contractor 
Lost Time Incident Rate (LTIR) per 200,000 
work hours and total lost days (includes 
days lost, restricted and transferred) 


1.9 LTIR 
19,213 d 


2.2 LTIR 
24,621 d 


2.3 LTIR 
29,407 d 


2.1 LTIR 
20,837 d 


2.6 LTIR 
15,226 d 


Total Company spend with 
minority- and women-owned 
business enterprises 


S459MM 


$413MM 


$366MM 


S297MM 


S256MM 


Percent of total elected and 
appointed Company Officers 

Men 

Women 

Minorities 


77% 
23% 
22% 


76% 
24% 
20% 


76% 
24% 
20% 


75% 
25% 
21% 


72% 
28% 
22% 
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DEAR STAKEHOLDERS: 

The economic, environmental and social implications of business are 
more important than ever. In a world where populations are growing, 
natural resources are stressed, communities are forced to do more with 
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less and our consumers' expectations are expanding, we understand 
that sustainability is core to our business continuity and how we create 
° t±j long-term value. 
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This report is a reflection of the efforts being made today by the dedicated men 
and women of The Coca-Cola Company d our bottling partners around the 
world. Indeed, it is our bottling pa tners who are responsible for implementing 
so many of our shared plans. Without their contribution, advancing this 
important work would not be possibl 

The foundation of this wor is a systemwide sustainability framework called 
LIVE POSITIVELY bui n our commitment to making a positive difference in the 
world. LIVE POSITIVELY is embedded within our entire business at every level. 



We launched LIVE POSITIVELY three years ago with the understanding that 
we would ocus our energy and efforts in the areas where our business has 
the opportunity to make the greatest contribution to communities worldwide 
and create value for our Company. So, we reevaluated our programs and we 
narrowed our focus. In the environmental space, we focus on water, recycling 
and managing our carbon emissions. In the active healthy living arena, we foe 
n physical activity and nutrition education and providing a variety of qu lity 
beverages to consumers. In the workplace, we focus on protecting human r ghts, 
creating safe, healthy workplaces for our associates, ethically sourcing materials 
in our supply chain and championing diversity. And, in building sustainable 
communities, we focus on supporting economic opportunity nd empowerment. 
We have defined principles and set aggressive goals fo eac foe s area, and 
we are committed to sharing our plans, success st ries and opportunities 
for improvement. 

LIVE POSITIVELY also is an integral componen of ou 2020 Vision — our roadmap 
for winning together with our bottling partners — nd is a part of our business 
planning process. The only way we will meet the goals and growth targets 
outlined in our 2020 Vision is by creating and maintaining a sustainable business. 
We recognize the need to create innovative new products, packaging and systems; 
strengthen the world's most advanced supply chain; enhance our presence in 
communities and manage our impact on the world's natural resources. We 
also need to manage the issues we face, including the growing concerns over 
obesity, and continue to take a leadership role in developing programs and 
partnerships that are part of the solution. That is what sustainability is all about — 
ensuring we are here today, tomorrow and for another 125 years. 
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In Churchill, Manitoba, Canada — the polar 
bear capital of the world — Muhtar traveled with 
our global conservation partner World Wildlife 



Fund (WWF), learning about the impacts of 
climate change. We are worki g with WWF 
on projects around the world to further our 
environmental unders anding and progress. 




Two examples of our sustainability advancement are our new PlantBottle™ 
packaging and our "5 by 20" initiative. We aun h d PlantBottle packaging in 
certain markets with Coca-Cola 8 and Das ni® brands in 2009, and we made the 
commitment to expand our use of th innovation to more than 2 billion bottles 
this year. The technology reduces o r use o petroleum-based materials in our 
PET packaging by up to 30 percent and is th first PET plastic beverage bottle 
made from renewable r sou ces t at can be recycled in the existing recycling 
infrastructure. We will con inue invest in PlantBottle packaging and introduce 
it to new markets and beverages in the coming years. We announced "5 by 20" in 
September 2010. "5 by 20 is our commitment to empower 5 million women inside 
and outside the Coca-Cola system by 2020, and support their growth, innovation, 
education and p osperity. I am confident this initiative will strengthen economic 
opportunitie for women in the communities we serve and help us grow our 
bus ness in markets around the world. I am personally championing this initiative. 

We have Iways linked the success of our business to the strength of the 
communities in which we operate. If they aren't thriving, there is a strong 
likelihood that our business will suffer. The decisions we make are related to 
building more sustainable communities and earning our social license to operate — 
an intrinsic value of sustainability. I see maintaining our social license to operate 
as a responsibility of every associate in the Coca-Cola system, and it tarts with 
me. As much as my title is Chairman and Chief Executive Officer, it s equally as 
much CSO — Chief Sustainability Officer. And it is a respo sib ity I am keenly 
aware of and am stewarding every day. 

In the pages of this report you will see our sustainabil ty strategy, goals, 
progress and areas for improvement. You also will learn about some of our key 
partnerships and the rationale for what we do and why we do it. We are today, 
and always will be, a company committed to making a positive difference in 
the world, and we are working every day to deliver on this commitment. 

Very truly yours, 




Muhtar Kent 

Chairman of the Board of Directors and Chief Executive Officer 
December 2010 
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WHAT IS LIVE POSITIVELY? 



LIVE POSITIVELY is our systemwide sustainability framework. It is c eated on 
the foundation of our commitment to making a positive difference in the world, 
and it is embedded within our entire business at every level. The LIVE POSITIVELY 
framework consists of seven core areas key to our business susta nability: 
Beverage Benefits; Active Healthy Living; Commun ty; Ene gy Efficiency and 
Climate Protection; Sustainable Packaging; Wate Stew rdship; and Workplace. 
The Coca-Cola system has defined principles for eac of the core areas and has set 
aggressive goals for each. In addition to these goals, some of our bottling partners 
have set their own goals in the core areas and report on their individual business 
progress in their sustainability reports (see page 45). 

We created LIVE POSITIVELY in 2007 to br ng structure and visibility to the sustainability 
programs that already existed in our Company and the Coca-Cola system, as well as 
to form a program that associates can engage with and use to further understand our 
sustainability commitment. L VE POS TIVELY provides a framework to help us redesign 
the way we work and live, so that we consider sustainability as part of everything we 
do. It is a way for us to holistically think about sustainability and keep us focused on 
driving business growth while acting with future generations in mind. Learn more at 
www.sustainab lity thecoca-colacompany.com. 



LIVE (ZA POSITIVELY 





SCOPE OF REPORT 

This 2009/2010 Sustainability Review covers the performance of The Coca-Cola Company 
and the Coca-Cola system (our Company and our more than 300 bottling partners 
worldwide) from August 2009 through September 2010. In cases where information is 
tracked by calendar year, the data reflects 2009 and prior calendar y ar performance, 
as applicable. All data and information in this report reflec s the performance and 
goals of the Coca-Cola system, unless otherwise indica ed. 

This report is organized by the seven core area o LIVE POSITIVELY. The information 
reported in each of these core areas is based on t e ongoing feedback we receive 
from internal and external stakeholders. We also stru ture our reporting on the 
principles outlined in the Global Reporting Initiative (GRI) G3 Guidelines, United 
Nations (UN) Global Compact (signatory since 2006) and CEO Water Mandate 
(signatory since 2007). An index of the report content relevant to these principles 
is on pages 42-43. 

We have included an extensive discussion of potential risks and challenges to our 
business in our 2009 Annual Report on Form 10-K, pages 12-19, and other filings 
with the United States (U.S.) Securities and Exchange Commission (SEC). We discuss 
some of these issues and include others of interest to our stakeholders in this report, 
such as responsible water use, energy efficiency and climate protection, sustainable 
packaging, obesity and other health concerns, workplace and human rights, associate 
health and safety, anti-corruption and product quality. 
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GOALS AND MEASUREMENT 



Our sustainability reporting is evolving. Each year we work to provide a more robust 
and informative report to our stakeholders. We also work to employ improved metrics 
and goal setting. 1 While we discuss initiatives and programs, as well as progress 
from year to year, we recognize the need to report additional quan ifiabl metrics 
and targets. A summary of our sustainability goals and our pe orman e against 
our current metrics can be found on pages l-IV. 

TRANSPARENCY 

We believe commitment is meaningless without accountability. The scrutiny we face 
from a global audience is high, and the need or in eased transparency continues 
to grow beyond the requests of our critics t those of our customers, partners 
and consumers. 

We value an open and honest dialogue with ou stakeholders, and we are continually 
advancing the information we sha e with ur st keholders. In this report, you will 
see global targets for each of he co areas of LIVE POSITIVELY as well as progress 
reports against goals that w hav disclosed in previous years. We also have expanded 
the parameters for which we a e disclosing data publicly and in this report. 

THIRD-PARTY ASSURANCE 

The content f thi report has been assured through a rigorous internal verification 
process, whi h inclu ed verifying qualitative and quantitative claims and data. We 
also had all fac data, claims and corresponding text in this report independently 
verifi to a mited level of assurance by FIRA Sustainability. Their assurance 
st erne t, which includes a description of the work undertaken, is on page 41 . 

LISTENING TO OUR STAKEHOLDERS 

Our contribution to sustainable development and the benefits to our business can 
be greatly magnified when we work together with our bottling partners, customers 
and other stakeholders. Since publishing our most recent Sustainability Review in 
November 2009, we have received feedback from internal and external s akeholders 
on what content should be added to or expanded in this year's report. Thes 
stakeholders include shareowners, associates, bottling partn rs, suppliers government 
partners, students, nongovernmental organizations (NGOs), custom rs and consumers. 
We have used their feedback to help shape this report, incl ding our level of 
transparency, and the variety of topics and issues we address. 

We also receive feedback from stakeholders by email. This is a valuable tool for us 
to understand your thoughts and concerns. We invite you to send your comments, 
suggestions and critiques on our sustainability practices as well as the content of 
this report to sustainability@na.ko.com. 

OTHER REPORTS 

A detailed description of our business operations and financial performance is provided 
in our 2009 Annual Report on Form 70-Kand our 2009 Annual Review. Both of these 
reports, and other reports filed with the SEC, are available on our Company website 
at www.investors.thecoca-colacompany.com. 

1 Some goals are "stretch" aspirations, and at times, despite our efforts, marketplace 
and other conditions may impact our ability to meet these goals. 
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Quenching 
Consumers' Thirst 



< Consumers are increasingly making purchase decisions b s d on their concerns for 

the health and well-being of their families. These decis ons drive us to innovate to 
meet those evolving needs, while at the same time prov ding onsumers with great 
taste, refreshment and hydration. 



We are constantly working to innovate and offer consumers a beverage for every 
lifestyle and occasion. Our portfolio comprises a wide range of full-, reduced-, 
low- and no-calorie sparkling and still bev ages, including juices and juice drinks, 
waters, sports and energy drinks, tea coffee , and dairy- and soy-based beverages. 
And we continue to build our portfolio of vitamin- and nutrient-enhanced beverages. 

Our portfolio has more than 3,300 bever ges — three times the number we offered 
10 years ago. Of these mo than 800 are low- and no-calorie beverages, which 
make up nearly 25 percent of our global unit case volume. 



MEETING 
NEEDS WITH 
FORT FIED 
BEVERAGES 

We co tinue to 
ncrease the number 
of fortified beverages 
we offer and have a 
variety of products 
with added vitamins, 
minerals and other 
beneficial ingredients 
to meet consumer 
needs around 
the world. 



■ 



Minute Maid* Pulpy 
Super Milky" is a dairy 
beverage fortified with 
fruit bits and whey 
protein in China. 



Minute Maid Antiox™ 

is a beverage with a 
combination of juices 
that contain antioxidants 
from unique fruits 
in Spain. 

Del Va He* Fresh is a 

fruit drink in Colombia 
fortified with calcium 
and vitamin D to help 
support strong bones. 



Minute Maid Kids* is 

100 percent fruit juice 
with essential nutrients 
for children, including 
vitamins A, C, E 
and calcium, in the 
United States. 



NutriJuice* is a fruit drink 
fortified with 12 itamins 
and minerals specifically 
focused on providing 
iron to children with 
ron deficiency in 
th Philippines. 



2009 PRODUCT PORTFOLIO' 2% 

3%-, | r 1% 

• Juices/Juice Drinks 37% 4% 
» Sparkling Beverages 26% 11% 

Ready-to-Drink Coffees and Teas 16% \ I ^37% 

• Water 11% 
Sports Drinks 4% 

• Energy Drinks 3% 16% 

• Soy and Value-Added Dairy Drinks 2% 

• Other 1% 



' The figures In this chart reflect the percentage of 
total beverage products by beverage category, not 
by unit case volume. Our global unit case volume 
percentages differ from the figures in this chart. 




Ml 



26% 
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— ^ Learn more at www.benefits.thecoca-colacompany.com. 



Innovating to Foster 
Active Healthy Living 

We are committed to investing in innovation of sweeteners, produ ts, p ckaging, 
equipment and marketing that fosters active healthy living. Ev ry day we work to keep 
up with the pace of the changing world — meeting the hydration needs of consumers 
today while anticipating their needs for tomorrow. Todays co sumers want information, 
and they want choice in the beverages they purchase. 

In an effort to meet consumers' evolving needs we study trends, survey consumers, 
assess individual markets, share best practices ac ss he Coca-Cola system, search 
for new ingredients and package options, and then we innovate accordingly. Whether 
it is a low-calorie option of a favorite beverage or an entirely new category, we are 
committed to providing a variety of products t our consumers, and we seek to gain 
new consumers with our diverse portfolio 

In 2009, our innovation led to more than 600 new product launches globally, including 
more than 180 low- and no-c orie beverages. We also introduced several portion- 
controlled options of our full-calorie beverages. 



We continue to expand the availability 
of Coca-Co Zero® to new markets, 
including Afghanistan, Guyana, 
Saint Lucia and Zimbabwe, for a 
total of more than 130 markets 
as of September 2010. 




In 2009, we introduced a sleek 
"mini can" that allows consumers to 
enjoy Coca-Cola, Cherry Coca-Cola" 
Sprite", Fanta" Orange and Barqs* 
while managing their portions. The 
can is in several markets, including 
Australia, Canada, Korea, Thailand 
and the United States. 




HYDRATION EDUCATION 

Water is the principal ingredient or component in 
nearly all of our beverages. Each of our beverages 
provides necessary hydration to consumers. We try to 
help consumers manage their health and hydration 
needs so they can make informed decisions. One tool 
we offer is a hydration calculator, which is available on our Comp ny websi 
The calculator explains the approximate amount of fluid a consum needs o 
drink each day to stay hydrated based on age, weight, gender, activity leve 
and other information about his or her environment. We invite you to in eract 
with the tool at www.hydration.thecoca-colacompany.com. 



HYDRATION WITHOUT CALORIES 

In 2009, we introduced glaceau" vitaminwaterzero~, a 
naturally sweetened, no-calorie' beverage enhanced with 
vitamins, minerals and electrolytes, in the U.S. The beverage 
is naturally sweetened with Truvia" — a high-purity extract 
of the stevia leaf — and is available in seven flavors. 



ft 



1 There are no calories in each 8 fluid ounce serving. 



We continue to 
support third-party 
c entific research 
to advance our 
knowledge of 
ingredients, safety 
and beverage 
benefits. In 2009, 
we initiated and 
funded research, 
programs and 
projects in those 
areas, investing 
nearly $5 million. 



— ^ Learn more at www.innovation.thecoca-colacompany.com. 
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Product Safety and Quality 
Consumers Can Trust 



Ensuring the safety and quality of our products has alway been t the core of our 
business and is directly linked to the success of our Company. Our safety and quality 
programs and protocols focus on the ingredients and m erial we use to create and 
package our products. They also regulate the manufacturing, bottling and distribution 
of our products. As we expand our beverage por folio and supplier base to meet the 
increasing demands of growing and developing ma kets around the world, customer 
and consumer expectations and regulat ry scrutiny continue to rise. Each of these 
factors makes ensuring product safety nd quality more complex and more critical 
to our continued success. 

In January 2010, we launched the Coc Cola Operating Requirements System (KORE), 
a new management system tha enables he Coca-Cola system to collectively address 
the changing business land ape while supporting our Company's strategic growth 
plans. KORE outlin s c ear requirements for the policies, specifications and programs 
that guide our operat ns for product quality, occupational safety and health, and 
environmental standards across the entire Coca-Cola system. KORE also establishes a 
governance pr cess and monitors compliance to ensure the integrity of our products. 
Lastly, KORE helps manage risk in our Company, bottling operations and across our 
supply cha n. KORE replaced The Coca-Cola Management System (referred to as 
"TCCMS in previous reports). 



MANAGING RISK 




We are constantly working to manage risks at 
The Coca-Cola Company. We view risk management as n 
invaluable tool to manage our business risks and opportunities. 
Our Enterprise Risk Management Steering Committee — 
comprised of a cross-functional group of senior managers — 
oversees risk management activities a oss the Company. We 
ensure key risks are identified and accep ble mitigation plans 
are in place, and we update our Board of Di tors on our risk 
management strategy. In additi n to En rprise Risk Management, 
we have programs in place for In dent Management and Crisis 
Resolution, Business Continui Planning, Emergency Planning and 
Disaster Recover Risks th cou d materially affect our business 
are outlined in our nual Report on Form 10-K, which is filed with 
the U.S. SEC and is av liable on our Company website. 



"Quality assurance is a top priority across the 
Coca-Cola system. Consumers trust that every time 
they open one of our products it is safe to drink and 
of the highest quality. At Coca-Cola, we define 
product safety and quality as 'the perfect product 
trusted everywhere."" 

Carletta Ooton 

Chief Quality & Product Integrity Officer, 
The Coca-Cola Company 



— ^ Learn more at www.quality.thecoca-colacompany.com. 



Communicating 
Sweetener Safety 



Consumer demand for great-tasting beverages with low- or no-cal rie options 
continues to grow. Low- and no-calorie sweeteners provide consumer with beverage 
options without compromising flavor or taste. Sweet tastes usua ly come from one of 
two types of sweeteners: caloric sweeteners, like sugar which provides 16 calories per 
teaspoon, and low- and no-calorie sweeteners, which pr vide few or no calories. 

We continue to invest in research around sweeteners and work to educate consumers 
on the sweeteners we use in our beverages. Our we tener strategy is to choose 
the best sweetener for our beverages without compromising taste or quality while 
also meeting regulatory requirements f r a gi en market. All of the sweeteners used 
in our products meet strict regulatory standard and are deemed safe by national 
governments in the countries in which we sell them. 



Caloric Sweeteners 

Table sugar, or sucrose, is ade from 
sugar cane or sugar beets. It is 
carbohydrate and provides 4 calories 
(17 kilojoules) pe gram. The mount 
of sugar and ca orie in parkling 
beverages is ab t the ame as the 
am unt ound in ma y fruit juices.' 

H h fruc ose corn syrup (HFCS) 
is a sweeten r made from corn. It 
s used o weeten many foods and 
be erages sold in the United States 
and other countries. It has the 

me number of calories as and is 
nutritionally equivalent to sugar. 

Low- and No-Calorie Sweeteners 

Acesulfame potassium (Ace-K 
or acesulfame K) is a no-calorie 
sweetener that is approximately 
200 times sweeter than sugar. 
Thousands of food and beverage 
products sweetened with acesulfame 
K can be found in approximately 
90 countries, including Australia, 
Canada, most of Europe, Japan 
and the United States. 

Aspartame is one of the most 
thoroughly researched food 
ingredients in use today. It is about 
200 times sweeter than sugar and 
used in more than 6,000 products 
around the world. In addition to 
approval from the European Food 



Safety Authority (EFSA) and the 
U.S. Food and Drug Administration 
(FDA), regulatory agencies in more 
than 100 countries have approved 
aspartame for use in foods 
and beverages. 

Cyclamate is a low-calorie sweetener 
approximately 30 times sweeter than 
sugar. Although the FDA withdrew its 
approval of cyclamate in 1969, since 
then, more than 75 scientific studies 
have proven it to be safe for human 
consumption. Independent scientists 
of the UN Food and Agriculture 
Organization (FAO) and the World 
Health Organization's (WHO) 
Joint Expert Committee on Food 
Additives (JECFA) have consistently 
affirmed the safety of cyclamate 
for use as a sweetener in foods 
and beverages, as have regulatory 
agencies in Australia, Europe and 
many other countries. As result, 
cyclamate is now permitted or use 
in more than 50 countries around 
the world. 

Saccharin is a no-calorie sweetener 
approximately 300 times as sweet as 
sugar. It has been used in foods and 
beverages for more than 125 years. 
Saccharin is permitted for use in 
foods and beverages in more than 
100 countries around the world 
and is safe for all populations. 




Stevia extract — the best-tasting 
part of the leaf of the stevia plant — 
is about 200 times sweeter than 
sugar. Truvia™ is the brand name for 
stevia extract used in our beverages 
Stevia extract's safety has been 
established by more than 25 years 
of scientific research and the 
publication of safety studies fr m a 
rigorous, comprehensive scien fic 
research program commissio ed by 
The Coca-Cola Comp ny and a rg ill. 
Stevia extract achieved Gener ly 
Recognized As Safe status in the 
United States in December 2008 
and also has been approved as safe 
by E SA and the FAO-WHO JECFA. 
We hav more than 20 beverages in 
fi e ountr s weetened with stevia 
extract n combination with other 
natural weeteners like fruit juice, 
sug , honey and other natural 
low- and no-calorie sweeteners. 

Sucralose is derived from sugar 
but is nearly 600 times sweeter. 
It does not contribute calories to 
the diet. It is permitted for use in 
foods and beverages in more than 
40 countries, including Australia, 
Canada, Mexico and the United 
States. Numerous studies have 
shown, and the American Diabetes 
Association has affirmed, that 
sucralose can be safely consumed 
by people with diabetes. 



1 Fruit juices provide additional nutrients. 



Learn more at www.sweeteners.thecoca-colacompany.com. 
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i Our Commitment to 
Active Healthy Living 



> 
>- 



< We are committed to being part of the solution to the obesity-rel ted problems facing 
I society. We do this by promoting active healthy living prog ams to our associates and 
> their families as well as the communities that we serve. 

U 

< While our markets may differ around the world, c nsume well-being is a consistent 
theme. We recognize the health of our business is interwoven with the health and 
well-being of our consumers, our associates and the communities where we operate. 
We are keenly aware that leading an activ he Ithy lifestyle is much more complex 
than simply being physically active. So we focus our efforts to enhance health and 
well-being in three core areas — duca ion, variety and physical activity — a strategy 
we refer to as "THINK, DRINK MOVE We activate this strategy by educating 
associates, consumers and community members about the importance of energy 
balance, the benefits of our bever ges and our commitment to transparency, 
including front-of-pack energy labeling; providing consumers a variety of beverage 
options and package zes to meet their nutrition and energy needs; and encouraging 
active healthy living through Coca-Cola system-supported energy balance programs, 
including phys cal ac ivity and nutrition education. 

Our st ategy cont nues to evolve as the world and environment we operate in changes, 
and we conti ue to refine and bring clarity to our role in promoting active healthy living. 



\jCOUR AGING ACTIVE HEALTHY 
^FESTYLES IN 137 COUNTRIES 

In March 2010, we recognized the World 
Health Organization's World Health Day with 
a comprehensive program in 137 countries. 
The program encouraged associates, consumers 
and community members to adopt active 
healthy lifestyles through Company-sponsored 
bicycle rides and walks; education sessions with 
nutritionists and fitness trainers; and healthier 
menu choices in our facilities. 



From 1999 through 2009, our average 
calories per serving decreased by 
10% globally. 



In Mexico, we have sponsored Copa 
Coca-Cola for more than a decade. 
In 2010, the soccer program had 
approximately 80,000 youth participants. 
Globally, our physical ctivity programs 
have reached millions of people. 



WORWNGlflTH PARTNERS 
TO DRlWtfESULTS 

We continue to build public-private partnerships 
to promote the importance of energy balance that 
includes physical activity and sensible, balanced 
diets. In the United States, we currently reach 
millions of consumers annually through our work 
with the American Dietetic Association; the 
National Heart, Lung, and Blood Institute's The 
Heart Truth' campaign; the American Cancer 
Society's Choose You™ campaign; the American 
College of Sports Medicine; the Preventive 
Cardiovascular Nurses Association; and the 
American Academy of Family Physicians. 



"My patients often forget that 
beverages play a very important 
role in managing body weight. 
Lower- and no-calorie beverages 
are a good way to conveniently 
lower calorie intake without feeling 
deprived. A balanced diet, including 
portion control and beverage 
awareness, and exercise are the 
best ways to help you keep a 
healthy body and healthy weight." 

Dr. John Foreyt, Director, Behavioral Medicine 
Research Center, Baylor College of Medicine 
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Energy Balance and 
Product Options 

We understand the gravity of the global obesity epidemic, and we belie e all 
stakeholders — individuals, communities, businesses and gove nments — need to play 
a role in addressing it. The Coca-Cola system is committed to h Iping address obesity 
through all aspects of our business, from our products and pa kaging to the programs 
we support and the policies we put in place to guide ou operat ons. We are actively 
partnering with government, academia, health societies and other responsible members 
of civil society to help develop workable solutions to address obesity. 

There is widespread consensus that weight gain is pr marily the result of an imbalance 
of energy — too many calories consumed versus calories expended. Since people 
consume many different foods and beverages, no single food or beverage is responsible 
for people being overweight or ob se. But all cal ries count, whatever food or beverage 
they come from, including tho e f r m ou caloric beverages. 

We are committed to provid g a variety of products for every lifestyle and occasion. 
All of our products can be part f an active healthy lifestyle that includes a sensible, 
balanced diet and regular physical activity. 



COCA-COLA SPONSORED PHYSICAL ACTIVITY 
AND NUTRITION EDUCATION PROGRAMS 

We pon or approximately 150 physical activity and nutrition education 
programs in nearly 100 countries around the world and are committed 
to havi g at least one program in every country where we operate 
by the end of 201 5. 





In Greece, we work with ( 
partner, Coca-Cola He 
Company S.A. (Coca-M> 
relevant NGOs, and n| 
physical activity expertsli^prg an 
annual, unbranded, 32-hour health 
: education program 
t primary schools 
i under the auspices 
►of Health. 

In the Philippines, we partner with 
he F od and Nutrition Research 
Institute of the Department of 
Science and Technology, and the 
Department of Education to offer 
KinetiKids, an unbranded nutrition 
education and physical activity 
program that includes 30-minute 
daily workouts in primary schools. 




HEALTHY WEIGHT COMMITMENT FOUNDATION 

In support of First Lady Michelle Obama's Let's Move! initiative, we joined a coalition of food and beverage 
manufacturers that pledged to cut 1 .5 trillion calories from our combined product portfolios in the U.S. by the 
end of 2015. We plan to pursue this goal in two ways: continue to offer, develop and introduce lower-calorie 
options, and offer reduced portion sizes of existing single-serve products. The Healthy Weight Commitment 
Foundation also will promote ways to help Americans achieve and maintain a healthy weight by balancing the 
energy they consume with the energy they expend through physical activity — in schools and in the workplace. 
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Providing Extensive 
Nutrition Education 



Consumers are more health conscious than ever, and they a e pay ng more attention to 
the nutritional value of the foods and beverages they co sume. We have a responsibility 
to provide consumers access to ingredient and nutrition nformation for our products 
so they can make informed choices for themselves and their families. We take this 
< responsibility very seriously, and we continue to support fact-based nutrition labeling 

and education as well as initiatives that encourage pe pie to lead active healthy lifestyles. 



We use evidence-based science to suppo our ingredient and product claims and 
work to empower consumers with kn wledge and education about our products 
and their ingredients. 

In addition to providing basic nutrition information on our products, we made a 
global commitment — a bev age ndustry first — to provide front-of-package calorie/ 
kilocalorie/kilojoule inf rmation (per serving) on nearly all of our products by the 
end of 2011 . Where a I wed by applicable regulations, percent Daily Guidance 
Indicators (DGIs) — which place the quantities of select nutrients in the context of 
population-based di tary guidance — also will be placed on our product packaging. 
We are on tr ck o meet this commitment. 



femi n m m t industry in nutrition 
LabeI^g and information 

In February 2010, Coca-Cola North America joined the 
U.S. beverage industry in making a "Clear on Calories" 
commitment in support of First Lady Michelle Obama's 
Let's Move! initiative. Clear on Calories is our commitment 
to place calorie information on the front of our packages 
and on Company-operated vending machines and 
beverage fountains. 




ENGAGING HEALTH 
PROFESSIONALS 

We provide a free, web-enabled 
education series to inform health and 
nutrition professionals on timely health 
issues; correct misconceptions; balance the 
debate regarding the role of our produ ts 
and ingredients in health; and understand 
their opinions on the topics. These pr grams 
have reached more than 22,000 health 
and nutrition professionals. 



The Coca Cola Company Beverage 
Institute For Health & Wellness is a 
y bal re ource for informing and 
edu atinj health professionals and 
consumers on the science, safety 
and benefits of beverages and their 
ingredients. In 2011, the tool will be 
made available online in multiple 
languages. For more information, 
visit www.thebeverageinstitute. com. 
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Marketing Our 
Products Responsibly 

We take our commitment to market responsibly — across the globe aero s all 
advertising media and across all of our beverages — very seriously We have been a 
leader in the area of responsible marketing, particularly with reg rd to responsible 
marketing practices when children younger than 12 year of age are present. 

The Coca-Cola Company and our bottling partners have had an Advertising and 
Marketing to Children Policy in place in North America for more than 50 years. We 
respect and recognize the role parents and ca egi ers play in making appropriate 
choices for their children. Today we do not directly target children younger than 
age 12 in our marketing messages or our adv rtising, and we do not show children 
drinking any of our products outside the prese ce of a parent or caregiver. 
Additionally, we do not directly m rket in prima y schools. 



In 2010, we evolved our globa Responsible Marketing Policy and redefined the 
appropriate audience thresh d for children's programming from audiences that are 
more than 50 percent children younger than 12 years of age to audiences that are 
more than 35 percent hildren younger than 12. This means we will not buy advertising 
directly targeted at ud ences that are more than 35 percent children younger than 12. 
Our policy applies to all of our beverages and the media outlets we use, including 
television, radio and print and, where data is available, Internet and mobile phones. 
In additi we are encompassing our Global School Beverage Guidelines within our 
Responsible Marketing Policy. 




SETTING GLOBAL SCHOOL 
BEVERAGE GUIDELINES 

In 2010, we announced an mplemented 
our Global School Bever^e L : <1elines. As 
a global business, wf ,ecoi, ize and respect 
the unique lean., q e 'ironn ant of schools 
and believe in commercial ..ee classrooms 
for childi n. Throu "?h c r guidelines, we will 
make even, ttemp to not commercially 
advert' . - oi. " jr beverages in primary 
schoi s, i .ilc s we are requested to do so by 
o Tirt^ ver. .ihool authority or parent to 
met hyatation needs. 



In 2009, independent audit results by a 
respected third party showed that we have 
a 97% compliance rate with our Advertising 
and Marketing to Children Policy. 



— ^ Learn more at www.responsiblemarketing.thecoca-colacompany.com. 
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Developing Economies Through 



i Business and Partnership 

o 

<-> We pride ourselves on being a local company with global s ale. We operate in 

hundreds of thousands of cities, towns and villages in more than 200 countries, and 
we employ local people, source local ingredients, and p oduce and sell our products 
locally. Operating on a local level supports the communities where we operate by 
creating jobs, and it also has the benefit of reduc ng our carbon footprint. While the 
Coca-Cola system employs approximately 700,000 people directly, we are proud that 
our supply chain provides employment for millions of people around the world. 



Our large global presence is a comp titive advantage, but we also see it as a 
responsibility. Our products are purchased by consumers around the world millions 
of times a day, making the sustainabil y of our business dependent upon sustainable 
economies. We have always tried to be the first to gain access to a market and to 
grow along with that marke by providing jobs, investment and economic opportunities. 
This in turn provides community members the ability to afford an improved standard 
of living. To add furth value to local economies, we seek to ensure that our 
ingredients are sourced n an ethical, sustainable manner. 



2009 COMPANY DIRECT 
GLOBAL ECONOMIC IMPACT 

(in bi ions) 



A ea of Impact 

• Goods Purchased 

Global Salaries and Benefits 
Shareowner Dividends 

• Local Capital Expenditures 

• Income Taxes 



$11.1 




BRINGING HOPE TO HAITI 

In partnership with the Multilateral Development Fund 
of the International Development Bank, United States 
Agency for International Development (USAID) and 
TechnoServe, and with the support of the Haitian 
government, the Clinton Bush Haiti Fund and other , 
we launched Haiti Hope Project in March 2010. The 
five-year, $7.5 million program seeks to double the 
income of 25,000 Haitian mango farme ; ra se th 
standard of living for the farmers; develop ustainab e 
farming practices; plant new mango t es; and 
improve the participation of women in fr it production. 
To create awareness about Haiti and allow sumers 
to contribute to this initiative, we developed Odwalla* 
Haiti Hope" products. All of the profits from the sale 
of Odwalla Haiti Hope products will be donated to the 
Haiti Hope Project on an annual basis. Learn more at 
www.haitihope.thecoca-colacompany.com. 
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Creating Opportunities for 
Economic Empowerment 

We collaborate with our bottling partners and third parties to combine our knowledge 
and experience to create economic opportunities in communi es where we operate. 

Our unique business model allows us to support entrepreneu ship and economic 
development at many different levels. We create oppor nities for farmers to supply 
ingredients for our beverages; we open the door to entrepr neurs wishing to distribute 
our products; and we partner with the small-scale retailers selling our products in 
communities worldwide. We take these steps bee us they help communities make 
progress toward achieving the UN Millennium Devel pment Goals, and they also 
benefit our business. 



"Mango and passion fruit 
are plentiful in East Africa, 
but farmers didn't benefit 
from their sale because 
reliable markets and 
buyers didn't exist. By 
strengthening farmer 
groups and collectively 
leveraging their selling 
power in local and global 
markets, programs like 
Project Nurture can help 
small farmers increase 
their incomes and build 
better lives " 

Ric ard Rogers 

Program Office , Bill & Melinda 
Ga es Fo n ation 



EMPOWERING 5 MILLION WOMEN BY 2020 

In September 2010 we announced a y ar global initiative to empower 
5 million women through the Coca- ola system. Our Chairman and 
CEO, Muhtar Kent, issued this c allenge to our business system and 
committed to taking the n xty a to enter into dialogue with our 
associates, civil society nd governments about how we can best reach 
this goal in partn rsh p This tiative aims to help women in our global 
business system break down the barriers that can prevent them from 
growing their b inesses We anticipate that our efforts will enable these 
women to re vest themselves, their families and their communities. 
Our s cess res s on the shoulders of millions of women who run small 
b ness s selling and distributing Coca-Cola products every day. We 
aim o reac them with training, access to financing and links to 
networ s f peers and mentors. In late 201 1 , we will share the details 
o this initiative and scale up the many pilot programs already under 
way in the Coca-Cola system globally. Learn more at www.5by20.com. 



fiveby twenty O 



SUSTAINABLE BUSINESS MODEL IN EAST AFRICA 

In Uganda and Kenya, we partner with TechnoServe and the 
Bill & Melinda Gates Foundation on Project Nurture a p ogram 
designed to enable more than 50,000 small fruit fa mers t 
double their income by 2014. This four-year, $11.5 mill on 
program invites mango and passion fruit fa mers to be suppliers 
to the Company for the first time, providing fruit for locally 
produced juices in the Coca-Cola portfolio The farmers receive 
training to improve fruit quality, increase production and organize 
farmer groups. They also receive help gaining access to credit 
sources. This partnership will serve as a model for our Company 
as we grow our juice business in other markets. Learn more at 
www.nurture.thecoca-colacompany.com. 
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I Micro Distribution Center 
i Progress in Africa 

o 

<-> Our MDC model in Africa creates jobs, promotes entrepren ursh p and strengthens 

local economies. To date, more than 3,000 small distribution businesses have been 
formed, creating direct employment for more than 13,50 people and generating 
more than $600 million in revenues. Our MDCs a e loc ted primarily in high-density 
urban areas throughout East and West Africa, incl ding E hiopia, Kenya, Mozambique, 
Tanzania and Uganda. More than 1,000 of our MDCs are owned and operated by 
women. By the end of 201 0, we will have formed at least 1,300 new MDCs since 2008, 
which will have created approximately 000 new jobs in Africa. 



Our business depends on sales and m rket penetration. The MDC business model 
provides a flexible, local solution to d s ribution challenges that can prevent our 
market expansion. Through our MDC model, we identify and engage independent 
entrepreneurs who distribut and sell our beverages in small, specific geographic areas. 
MDCs are typically located in areas where a lack of stable roads and infrastructure 
makes it difficult for d ivery trucks to travel. Thus, MDCs help our Company sell 
our products in hard-to- each areas while creating wealth and job growth in those 
communities. MDC owners employ others in the area, who then sell and distribute 
our beverag pr ducts to retailers, often by bicycle, pushcart or low-cost mechanized 
transport. We plan to continue to grow our MDC business model with the goal that 
50 percent o all new MDCs will be run by women. 



MICRO DISTRIBUTION CENTER 
OWNER ROSEMARY NJERI 

Rosemary Njeri is one of the leading 
Coca-Cola MDC distributors in Nairobi, Kenya. 
She started as a very small Coca-Cola distributor 
in the late 1990s, when she employed two 
people. In 1999, Rosemary was one of the first 
small distributors given the opportunity to open 
an MDC in downtown Nairobi. Through her 
commitment and dedication, Rosemary has 
grown her MDC into a profitable and sustainable 
business, employing 16 people. The proceeds 
from Rosemary's MDC have enabled her to 
educate her three children and purchase a home. 




In some markets in Africa, more than 
80% of Coca-Cola products are 
distributed through MDCs. 



According to an International 
Finance Corporation and Harvard 
Kennedy School report conducted 
in 2008, MDC owners and their 
employees are likely to support 
an estimated 48,000 dependents 
in East Africa. 
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Turning Profits into 
Community Support 

Our vision of sustainable communities includes stable, growing c nom es; access 
to water and energy; strong education systems; arts and cultu e; and opportunities 
for recreation and physical activity. Our Company and our glob philanthropic arm, 
The Coca-Cola Foundation — which is funded by our Company — work with our 
bottling partners, local organizations, governments and NGOs to support projects 
most relevant to community needs. 

The programs through which we are making a unique and sustainable difference include 
water stewardship, community recycling programs active healthy living, education and 
local community initiatives. 

We are committed to giving back t least 1 percent of our operating income each year 
to help develop and sustain comm nities around the world. Financial contributions 
are only one of the ways w make a contribution — other ways include product donations 
and investing our time, expe se and resources through volunteerism. In 2009, the 
charitable contributions m de by our Company and The Coca-Cola Foundation 
totaled $88 million. 



SUPPORTING EDUCATION 
OPPORTUNITIES 

the U ited Sta es, we sponsor The Coca-Cola 
F Gen ation Scholarship Program that 
award scholarships to students who are the 
fi st in their immediate families to attend 
coll . Since its inception in 1993, more 
han $20 million has been contributed to 
help 1,300 students earn a college degree 
at more than 450 colleges nationwide. 



REMOVING LITTER AND DEBRIS 

Organized by Ocean Conservancy, the International 
Coastal Cleanup (ICC) is the world's largest single- 
day volunteer effort to remove millions of pounds 
of litter and debris from the world's beaches and 
other land surrounding waterways. In 2010, 26,0 0 
Coca-Cola system associates volunteered 2 ,000 
hours to support the global effort in 175 locations 
across 40 countries, and The Coca-Cola F undati n 
pledged $1 million to the cause.' 



2009 CHARITABLE CONTRIBUTIONS 2 

(in millions) 

• Local Community Initiatives' $26MM 

• Education $23MM 
In-Kind Contributions $13MM 
Water, Recycling and 

Other Environmental $12MM 

• Active Healthy Living $7MM 

• Disaster Relief $6MM 

• HIV/AIDS $1 M 

Total 2009 Contributions S88MM 




S26 



$23 



1 Partlciptlon figures are an estimate as of November 2010. 

2 The dollar amounts shown reflect direct charitable contributions from The Coca-Cola Company and 

The Coca-Cola Foundation. Other departments and operating groups within our Company and throughout 
the Coca-Cola system also make contributions to programs In their communities beyond what Is shown here. 
J Programs that address local needs, including civic Initiatives, human services, arts and culture, and other areas. 



— ^ Learn more at www.community.thecoca-colacompany.com. 
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Developing Sustainable 
Agriculture Programs 



ZD 

y 
o 

< Our commitment to sustainable community development includes the conservation 

UJ of natural resources and ecosystems, and the protectio of the soil, water and 

^ climate required to sustain life. As we consider new way to make a difference in 



the communities where we operate, we recognize tha many social, economic and 
environmental impacts can occur in our agricultu al ingredient supply chain. 

Agricultural products are ingredients in almost all of our beverages, so the health of 
our business depends on the health of ou agr cultural supply chain — inclusive of the 
ecosystems and communities where ur supp iers and producers operate. As a result, 
we have adopted a holistic view of ou agricultural supply chain. Working with our 
suppliers, we have significant opportun ties within our global supply chain to help 
develop and encourage m re sustainabl agricultural practices. 

Our approach to s sta nable agriculture is founded on our belief that workplace 
rights, environmental protection and sustainable communities are critical and 
interconnected Our work addresses the environmental impacts, social implications 
and economic pressures present in agricultural supply chains. Our initial efforts 
are focused n sugar cane and other sugar sources, corn and oranges. 



O Company s sustainable agriculture 
strategy focuses on agricultural ingredients 
within t e Company's supply chain. Our 
s tainable agriculture framework seeks to: 

• Mitigate risks by working with partners and 
suppliers to address environmental and social 
challenges to ingredient availability, quality 
and safety. 

• Meet customer and consumer demands 
for healthy and sustainable lifestyles. 

• Balance costs and the overall value 
proposition by leveraging relationships 
and partnerships as well as initiating new 
opportunities where they make sense for 
the supply chain. 



The strategy is built on three elements: 

• Partner Engagement: Work with key 
partners to identify and manage supply ch i 
risks and opportunities for improvement. 

• Fostering Innovation: Initiate pilot proj cts 
in key regions to address prese t and future 
challenges and create opportun ties. 

• Supply Chain Sustai ability Validation: 

Engage in validation m chanisms including 
certification in some cases to verify and 
validate applicable crit ia, increase our 
understanding nd meet customer 
requiremen 



PARTNERING FOR A GREATER IMPACT 

Our global partnership with WWF is a cri c part four 
sustainable agriculture strategy and c ses n conserving 
freshwater resources and fostering bett r perfo mance 
for our agriculturally derived ingredients, ur partnership 
promotes sustainable agriculture in our supply chain, focusing 
on the production of sugar cane, and more recently oranges 
and corn — three of the high-volume agricultural ingredients 
used in our beverages. 
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WATER FOOTPRINT OF BEET SUGAR 

As a part of our strategy to identify risks and opportunities for improvement, 
we conducted an evaluation of the water use across the beet sugar supply 
chain in Europe. This study is one of several similar analyses we have 
initiated to measure the water footprint of specific Coca-Cola and orange 
juice products. The results from such analyses are informing our ingredient 
sourcing strategies and joint work with our suppliers going forward. To 
learn more, see our 2010 Product Water Footprint Assessments Report 
on the CD on page 45. 

• Green Water: water consumed from rainwater stored in the soil as mo ture 

Blue Water: water consumed from surface and ground water 
(rivers, lakes and aquifers) 

• Grey Water: the amount of water required to dilute ollution t meet local 
water quality standards (for example, from excess nutrients) 



1,200 



_o 



2 

o 



1,000 



800 



600 



400 



00 




I 



AT BE CH DK ES IT Fl FR GR CZ PL RO RS 



HU NL DE 

UK 
countries' 



SE 



LT 



1 For full country names, see page 17 of the 2010 Product Water Footprint Assessments Report. 



BONSUCRO: BETTER SUGAR CANE INITIATIVE 

We are members of the Bonsucro: Better Sugar Cane Initiative, 
multistakeholder effort to reduce the impacts of sugar cane produ on. 
Bonsucro aims to improve the sustainability of sugar cane production 
by developing a global standard and certification system to romote 
measurable improvements in key economic, environmental nd oci 
impacts of sugar cane production and primary processing. 

We have projects underway in Australia, Belize, B a I, El S Ivador, 
Guatemala, Honduras and South Africa to de onstr e innovative 
growing and production methods that can help meet B nsucro standards. 
In Australia, the Great Barrier Reef Sustainable Fres water Revitalization 
Project is a five-year initiative to sustainably improve the quality and 
quantity of freshwater resources across the catchments that flow directly 
into the Great Barrier Reef. To date, 19 sugar cane growers have adopted 
improved soil, nutrient, pesticide, irrigation and storm water management 
processes for cane production on 4,800 hectares of land, improving the 
water quality of more than 24,000 megaliters of runoff and drainage. 
This initiative recently won the prestigious Banksia Award in the agriculture 
and food category. Learn more at www.bettersugarcane.org. 



SUSTAINABLE 
AGRICULTURE 
INITIATIVE 

S c 2005, we have 
been active members of 
the Sustainable Agriculture 
Initiative (SAI), a food 
industry group that engages 
stakeholders along the 
agricultural supply chain 
to share knowledge and 
support the development 
and implementation of 
internationally accepted 
standards for sustainable 
agriculture. We lead the SAI 
Platform Working Group on 
Fruits, which focuses on 
developing sustainable fruit 
production practices and 
improving environment and 
socioeconomic conditions in 
fruit-growing communities. 
We also participate in the 
Water Working Group. 



"We are working in 
partnership with 
The Coca-Colo Company, 
EARTH Univers y 
and Col-gio Te nico 
Profesionol de os 
Chiles in a public- 
p 'ate p rtnership 
in pursuit of capacity 
b ilding and 
innovation in 
sustainable agriculture 
in Costa Rica. The 
learnings from this 
study will help improve 
our farming practices 
moving forward." 

Carl E. Odio 

Director, TicoFrut 



B NSUCRO 

BETTER SUGAR CANE INITIATIVE 
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Global climate change, caused in part by man-made gre nhouse gas emissions, has 
tu ^ widespread implications for the planet and the commu itie where we operate. Water 

^ 2 resources, public health, agriculture and more are at risk And across the Coca-Cola 

Sj Cj system, we recognize that climate change has the pot ntial to significantly affect the 

2 sustainability of our business and supply chain. 



© 



We are increasingly focused on energy efficiency and climate protection to help reduce 
costs and minimize our environmental mp ct. Due to the size and scale of our global 
system — more than 900 bottling plants a fleet f approximately 200,000 delivery vehicles 
and more than 10 million vending machines and coolers — our efforts to improve energy 
efficiency and decrease carbon emissi s can have far-reaching impacts. 

When producing and distrib ting our products, we aim to use the best possible mix 
of energy sources while improving our overall energy use and efficiency. We are 
committed to effectiv y tracking and managing our carbon emissions, and we are 
taking the necessar steps to do so as a system. We are investing in renewable energy 
resources whe e the make sense for our business, and we are making decisions to 
improve the ove all energy use and efficiency of our facilities. 

We a e committed to addressing our own energy footprint. We are improving our 
e rgy ffic ency per liter of product produced and working to stabilize our emissions 
systemwide. In 2008, working with WWF, the Coca-Cola system set global targets fo 

nergy management and climate protection within our manufacturing operations — 
achieve a 5 percent absolute emissions reduction in developed countries and grow 

ur business without growing our carbon emissions by 2015. Each of these ta gets 
is compared to a 2004 baseline. The Coca-Cola system is working to meet each goal, 
and we are committed to reporting our progress. From 2004 to 2009, our total unit 
case volume grew 23 percent while our emissions grew 12 percent. In tha same time 
period, our emissions in developed countries improved 8 perce (see chart on page 
21). We are making progress, but we have more work to do to mee these targets. 



COCA-COLA SYSTEM ENERGY 
USE FROM 2004 TO 2009 

Systemwide total based on estimated 
total use (billion megajoules) 



54.9' 



56.3' 



56.9' 



58.6 



59.1 
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COCA-COLA SYSTEM ENERGY 
USE RATIO (EFFICIENCY) FROM 
2004 TO 2 09 

Average p nt ratios based on collected data 
(megaj ules/liter of product) 



0.52' 



0.49 
0.47 » 



13% improvement 
vs. 2004 



0.46 0.46 



0.45 



2004 2005 2006 2007 2008 2009 



2004 2005 2006 2007 2008 2009 



' Our energy use figures have been recalculated for 2004, 2005, 2006 and 2007 based on changes to the 
organization. These changes only affected oursystem energy use ratio (efficiency) for 2004. 
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2009 TOTAL COCA-COLA SYSTEM GREENHOUSE GAS EMISSIONS BY REGION 



(metric tons) 




• Pacific 


1.6MM 


• Eurasia & Africa 


1.3MM 


Latin America 


0.9MM 


• Europe 


0.8MM 


• North America 


0.8MM 


Total 


5.4MM 



0.8 



COCA-COLA SYSTEM GREENHOUSE GAS EMISSIONS IN ANNEX 1 COUNTRIES 

This chart reflects the absolute emissions fr the Coc Cola system manufacturing operations in 
Annex 1 (developed) countries from 2004 to 2009 Our goal is to reduce our absolute emissions from 
our manufacturing operations in Annex 1 ountrie by 5% by 2015, compared with a 2004 baseline, 
and we are on track to meet is go . ^^J^^ 



c 
o 



E 

6 
o 



3.0 



2.0 



1.0 



0.0 



8% improvement 
vs. 2004 



2.47 




2 1 



2.42 



2.46 



2.28 



Unit case volume in Annex 1 countries 
grew 7% from 2004 to 2009. 

Annex 1 countries include Australia, Austria, 
Belarus, Belgium, Bulgaria, Canada, Croatia, 
Czech Republic, Denmark, Estonia, Finland, 
France, Germany, Great Britain, Greece, 
Hungary, Iceland, Ireland, Italy, Japan, 
Latvia, Liechtenstein, Lithuania, Luxembo rg, 
Malta, Monaco, Netherlands, NewZeaand, 
Northern Ireland, Norway, Poland, Portugal, 
Romania, Russia, Slovakia, Sloven a, Spain, 
Sweden, Switzerland, Turkey, Ukraine, 
United States. 



2004 2005 2006 2007 2008 2009 



CARBON FOOTPRINT OF OUR BEVERAGES 

In 2010, our bottling partner, Swire Beverages Limited, 
participated in testing a new Greenhouse Gas Protocol 
Initiative developed by the World Resources Institute and 

the World Business Council for Sustainable Development to 600mL 

analyze the carbon footprint for Coca-Cola and Coca-Cola Z ro ^bbbbbbk 100% 

in returnable glass, PET and aluminum packages in China. The 
results are beinq used to identify areas to reduce our carbon ___ 
footprint across the lifecycle of our products in C ina This JH 
chart shows the results for a 600mL PET bottle. M- \ 

I 60% 

• Retailer/Vending (Refrigeration) 36% ir^St a 

• Packaging 34% flj J 
Manufacturing 11% 

• Ingredients 9% 

• Distribution 8% I 20% 

• Consumer Use & Disposal 2% 
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As we build our business, we remain committed to prote ti g the environment and 
tu ^ reducing greenhouse gas emissions across our system. Through strategic partnerships 

^ 2 and innovative problem solving, we continue to identify a d leverage new technologies 

25 {j to reduce our carbon emissions. 
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Our multifaceted strategy makes climate change a priority. We have built energy 
efficiency and climate protection targets into our business plans. We are focusing our 
efforts to reduce emissions in three key ar as: manufacturing, fleet/transportation and 
sales equipment (coolers and vending machines). We remain committed to publicly 
disclosing our systemwide emission in ormation. And we engage in a variety of 
partnerships with governments indust y and NGOs to find solutions for climate change. 



GLOBAL ENGAGEMENT ON 
CLIMATE CHANGE 

In 2009, the Coca-Cola system played a 
significant role at the UN Climate Change 
Conference (COP1 5), with considerable 
support from Company Chairman and 
CEO, Muhtar Kent, who co-hosted a CEO 
Roundtable with WWF-U.S. President and 
CEO, Carter Roberts. Kent also gave a 
keynote speech on "Business Leadersh p 
Beyond 2009" at the UN Global Cor pact 
and Copenhagen Climate Council ev nt. 
The Company also participate , in vVWr 
"Let the Clean Economy Beg " camf. ign, 
along with other Climate Savei -nerr: ere. 



CUTTING EMISSIONS THROUGH 
LOWER-CARBON ENERGY SOURCES 

We are continually lo king for ways to reduce 
our greenhou gas emissions through renewable 
energy r rces. Some of our bottling partners 
are ins ailing solar panels on their bottling facilities 
to help reduce nergy use and greenhouse gas 

m sions Th solar panels capture sunlight 
across 360-degree surface, converting light 

nergy into electricity. Additional investments 
ar being made in biodiesel and wind power 
generation technologies, among other initiatives. 

Coca-Cola Amatil Limited's distribution center 
in New South Wales, Australia, generates 
148 megawatt hours of clean, renewable energy 
annually — more than 15 percent of its energy 
use — through a 700 solar panel installation on its 
facility. This is equivalent to reducing greenhouse 
gas emissions by 148 metric tons per year. 

Coca-Cola Enterprises Inc. (CCE)' installed 
state-of-the-art solar panels at facilities in Macon, 
Georgia, and Coachella, California. CCE expects 
to save 70,000 kilowatt hours of energy in the 
first year. 

Coca-Cola Hellenic's advanced energy-saving 
production plant in Romania uses Combined 
Heat and Power (CHP) technology, which 
will reduce annual CO ; emissions across ts 
operations by more than 20 percent The 
new CHP technology supplies highly e ficient, 
clean electricity as well as heat and cooling 
for the production facility. This CHP technol gy 
installation is one of 15 that Coca-Cola Hellenic 
plans to introduce in its facilities in 12 countries 
by 2020. 

1 Information reported on Coca-Cola Enterprises Inc. 
reflects its performance and initiatives prior to our 
Company's acquisition of its North American operations 
on October 2, 2010. 



HOPENHAGEN 

In December 009, w supported 
Hopenhag , a movement to empower 
citi ens help create a better future for our 
pi net by orking together to combat climate 
cha ge. Through our efforts to promote 

open agen, we ran print and online 
ad ertising, including a Facebook application, 
to encourage people to go to our website to 
learn more about the initiative. Once on our 
website, people were 
offered the opportunity 
to be a signatory to the 
UN Climate Petition, 
which was presented at 
COP15. More than 
6 million people signed 
the petition through our 
website and Facebook 
application. 
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UPGRADING OUR FLEET 

CCE deployed 196 hybrid electric trucks 
2009 and has the largest hybrd elec rictruc 
fleet in North America with a tot I o 336 trucks. 
CCE's hybrid electric trucks are quie er than 
regular delivery trucks and opera e with 30 percent 
less fuel and 30 percent le s emis ions. The 
trucks use technology o dra tically reduce 
emissions when idling or stopped in traffic. 

During 2009, C ca Cola Hellenic explored 

alternative fuels, stin in various countries. 

In A stria, they used diesel-electric hybrid trucks, 

nd in osnia, 50 percent of their sales vehicles 
no run o liquefied petroleum gas. In addition 
to supporting local initiatives to convert waste 

ooking il into biodiesel, they also encourage 
a v ie y of fuel-conserving driving techniques. 



INVESTING IN FUEL CELL 
TECHNOLOGY 

Our Company is a foundation 
partner with Bloom Energy, a firm 
that manufactures fuel cells using a 
core technology originally developed 
for NASA to convert natural gas 
into electricity. In the Odwalla juice 
packaging plant in Dinuba, California, 
these cells are expected to provide 
30% of the plant's power needs while 
reducing its carbon footprint by 35%. 



Our Company has committed to invest 
$70 million in clean technology venture 
capital funds to identify and support more 
environmentally focused technologies 
and services. 



ADVANCING REFRIGERATION 
TECHNOLOGIES 

We are working to redu e he greenhouse gas 
emissions resulting from our ore than 10 million 
vending machines and coolers through the installation 
of HFC-free systems and in elligent energy management 
devices. In 2009 thr ugh ngagement with Greenpeace, 
the Coca-Cola sy tern pledged to transition to 
100 percen HFC-free equipment for all new coolers 
and vending machines by the end of 2015. As a result 
of the commitment to eliminate the use of HFCs in our 
refrigeration equipment, carbon emission reductions are 

oject d to exceed 52.5 million metric tons over the 
life of he equipment — the equivalent of taking more 
than 11 million cars off the road for one year. 

As of September 2010, we had placed 127,191 units 
with HFC-free refrigeration systems in 2010 for a total 
of more than 240,000 units placed since 2006. In 
addition to HFC-free refrigeration, we also have 
installed more than 3.1 million intelligent energy 
management devices that reduce energy consumption 
by monitoring energy use on our refrigeration units. 
The Company also has invested more than $60 million 
in research and development to advance the use of 
climate-friendly cooling technologies. 



"We welcome Coca-Cola's 
commitment to help tackle climate 
change by purchasing only HFC 
free refrigeration equipment by 
2015. Large enterprises have both 
an opportunity and respons bility to 
change the game and Coca-Cola's 
action leaves no excus for other 
companies not to follow." 

Kumi Naidoo 

Executive Directo Gree peace International 



SUPPORT NG EARTH HOUR" 

ur Co pany and many of our bottling partners 
commemorate WWF's Earth Hour annually by 
switching off all nonessential lights. By running 

xtensive communications campaigns, we 
encourage all system associates, customers, 
suppliers and partners to participate in the initiative. 
In 2010, we supported Earth Hour with marketing 
and promotional materials as well as turning off 
the lights at our Company facilities in more than 
50 countries. 
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Creating Sustainable 
Packaging 



Packaging plays an essential role in meeting consumer n eds. It s the face of our 
brands around the world, and it protects the quality of our products during delivery 
to consumers. However, many people consider packaging, on e emptied, to be 
a burdensome problem. We are actively working throughout the Coca-Cola 
system to create solutions by advancing a global sustainable packaging strategy 
aimed at preventing waste over the life of our packaging. 

With approximately 85 percent of our olume delivered in recyclable bottles and 
cans, we focus on those packages by creating more value with less material, using 
more recycled and renewable m teria s, and increasing community recycling. 

Today our packaging goals focus on three priority areas for effectively preventing 
waste: optimizing packagin effic ency; increasing our use of renewable and recycled 
materials; and eliminat ng waste to landfills through recycling. 

Systemwide packaging efficiency efforts in 2009 avoided the use of approximately 
85,000 metric ons of primary packaging, resulting in an estimated cost savings of 
more than $100 million. Key initiatives driving these results included the continued 
roll-out of hort-height bottle closures which reduce PET use; Ultra Glass bottle 
technology; raditional packaging material lightweighting; and use of recycled 
m teria s in packaging production. In 2010, we implemented a comprehensive 
prod ct data management system for the entire Coca-Cola system which will help us 
rack systemwide programs and measure our progress against our packaging goals. 



2009 GLOBAL PACKAGING BREAKDOWN 


(based on 24.4 billion unit cases) 




• PET-Nonrefillable 


52% 


• Aluminum 


13% 


• Glass-Refillable 


12% 


• Fountain 


10% 


• PET-Refillable 


7% 


• Other 


6% 



10% 



12% 




52% 



13% 
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UNDERSTANDING OUR PRODUCT LIFECYCLE 

Our Company has a commitment to fully understanding the entire scope of our product and 
packaging impacts, and we are working to vance our Product Lifecycle Management (PLM) 
leadership. We are currently implementing a multimillion dollar product data management system 
that will provide foundational PLM capabilities to manage and track global data for the entire 
lifecycle of our portfolio — from raw materials through to design, manufacturing, consumer use 
and disposal. Having this data will enable the Coca-Cola system to further optimize products and 
quality, reduce waste, and improve efficiency and traceability across our product lifecycle. 
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Increasing Renewable and 
Recycled Material Use 

More than 50 percent of our beverage volume today is delivered i PET plastic 
bottles. The added value provided by lightweight, shatter-resi tant and resealable 
plastic bottles has proven immensely popular with consumers a ound the world. 
Efficiency improvements in manufacturing and transport toget er with high recyclability, 
also have helped make PET plastic bottles a sound envir nmental choice. 

However, in a world with growing pressure on our planet's resources, the bar to meet 
consumer beverage needs with even better envir nmental performance continues to 
rise. To meet this challenge, we are constan ly pushing our Company and our bottling 
partners to find innovative ways to imp ove. We are working to completely eliminate 
the use of nonrenewable fossil fuels in our pi ic bottles while maintaining quality 
and recyclability. 

In 2009, we introduced ou breakthrough PlantBottle PET package — the only recyclable 
bottle made partially from pi t-based materials that can meet our stringent beverage 
quality requirements. PlantBottle packaging uses sugar-based ethanol to produce the 
same PET plastic used today but with a smaller carbon footprint. 

We are currently investing millions of dollars in PlantBottle technology because we 
believe in th environmental and supply chain benefits it provides to the Coca-Cola 
system We are confident that the cost will decrease significantly as we advance the 
techno ogy, nd the benefits of PlantBottle packaging are already adding up. In 2010, 
we exp ct to launch 2.5 billion packages in nine major markets across Europe, Latin 
America, North America and Pacific. Through this roll-out, we will eliminate more than 
79,000 barrels of oil use for our system this year. 



n 2009, we also continued to enhance the sustainability of bottles through ou 
leadership on recycled content technology. For nearly two decades, the Coca-Cola 
system has helped advance cutting-edge technologies for using recycled plastic 
back in bottles, including investments in six bottle-to-bottle recycling plan s. 



WHY NOT 

BIODEGRADABLE BOTTLES? 

While biodegradable packaging 
can be a sound choice for products 
that are not commercially recyclable, 
the process of capturing the 
embodied energy and raw materials 
in beverage bottles for reuse 
through recycling is, in our view, 
a much better option. A one-use 
bottle is simply not a viable option 
for our business. 



We plan to 
use PlantBottl 
packag g in 
every bottl 
s II by 2020 



we 




Investing in 
Recycling Programs 



3 

y 



Our global target is to recover the equivalent of 50 percen of th bottles and 
m cans we sell worldwide annually by 2015. In 2009, our s stem supported the direct 

recovery of 36 percent of the bottles and cans we placed into he market. 



< 



^ To realize our long-term sustainability aspirations the recovery of our beverage 

^ container materials for reuse is critical. We are activ ly engaged around the world 
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providing leadership and funding to help establish and grow effective recovery systems 
to ensure the valuable materials used i ou p ckaging are recovered and used again. 
We recognize that a key to driving re overy is ensuring market demand for materials 
collected is strong. We were the first company to use recycled content in beverage 
packaging and have helped fund six b tle-to-bottle recycling plants around the world 
to help drive domestic end markets. We also use our trademark to help advance 
alternative end markets thro gh recycled PET retail merchandise. This ensures value 
for the recycled materi Is and helps educate consumers on what our packages 
can become when the are recycled. 

We recognize we wil not be successful acting alone. We are confident that through 
collaboration wi h government and other industry partners we will advance our vision 
faster and with a larger positive impact. We are supporting and advancing product 
stewardship models around the world. Although recycling and waste management are 
v y loc I is ues, we are advancing industry recovery models that are closely linked 
with e economic development of a particular market. In developing markets, we 

re working with government and industry to transform the current informal collection 
sys ems into formal models that drive recovery of material while creating susta nabl 
jobs. In developed markets, we support extended producer responsibility approache 
that include comprehensive recovery of materials through industry recovery organiz tions. 




VANCOUVER OLYMPIC GAMES ACTIVATION 

For the 2010 Vancouver Olympic Games, we wer able to make 
our presence carbon neutral by off ring 1 0 perce t compostable 
beverage cups and lids, debuting ou Plan Bottle packaging and 
activating Coca-Cola green teams in 172 communities that collected 
PET containers. We also us d 126 PET plas c bottles for each of the 
600 Coca-Cola Olympic asso ate uniforms, totaling 75,600 recycled 
plastic bottles. 



CUSTOMER RECYCLING PARTNERSHIPS 

Coca-Cola Argentina partners with a large cale reta I customer to 
create "Optimismo que Transforma" ( nslated as Optimism Transforms), 
a program to generate awareness about he importance of recycling 
inorganic wastes and driving reuse opportun es for PET. Through 
the program, consumers are encouraged to rinse and separate used 
packages before depositing them in recycling stations at the retailer's 
locations in Capital Federal, Greater Buenos Aires, Cordoba, Santa Fe, 
Parana and Mendoza. 
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PARTNERING WITH 
OCEAN CONSERVANCY 

There are a number of studies under way to 
understand the effects of marine debris on the 
environment. Solving issues like marine debris 
requires collaboration, and that is why we have 
worked with Ocean Conservancy for the past 
15 years to help address this issue. This year, in 
addition to providing financial and in-kind support 
to the North Pacific Gyre research expedition, 
Project Kaisei, our Company also sponsored 
the participation of a scientist from Ocean 
Conservancy. The expedition focused on cleanup 
opportunities as well as continued research on 
understanding the sources of marine debris and 
scope of the issue. Upon completion, we 
co-hosted a workshop on accelerating solution 
for marine debris with Ocean Conservan y. The 
workshop, facilitated by The Keysto e Cen er, 
brought together thought leade an practitioners 
from government, industry, academ a and the 
NGO community who are committed o advancing 
research and solutions on iss e. The workshop 
outcomes are now pr viding inp into the design 
and content of the Interna io al Marine Debris 
Conference in March 01 1 . 



Ocean «S?>^ 
Conservancy 



111 NAVY CHAIR 

The 111 Navy Chair, the result of a 
joint venture between our Company 
and the furniture manufacturer 
Emeco, is created by combining 
111 Coca-Cola PET bottles and a 
combination of other materials, 
including pigment and glass fiber, 
for strength. It is estimated that 
more than 3 million PET plastic 
bottles will be repurposed annually 
for the production of 111 Navy 
Chairs. In addition to chairs, 
our growing recycled PET 
retail merchandise includes 
bags, caps, notebooks 
and T-shirts. 




GLOBAL RECYCLING ALLIANCE 

Our Company is he founding sponsor 
of the Global Allianc for Recycling and 
Sustainable Deve opme t (GARSD), a 
nelwork of compan es, governmental 
agencie and NGOs created in 2007. The 
globa alliance encourages developing 
and emerging markets to adopt proven 
selective collection and recycling models, 
which reate a safer and more socially 
sus ainable environment for the millions of 
people who earn their living from collecting 
recycled materials. In 2009, we brought 
together GARSD members and other 
interested stakeholders from around the 
world to share best practices and see 
firsthand how government and industry 
have joined forces to use recycling to 
help build sustainable communities. 




BOTTLE-TO-BOTTLE PLANTS 

We have helped fund six bo le-to-bottle recycling 
plants worldwide, recycling mil ns of pounds of 
PET annually In its first yea as the world's largest 
bottle-to-bot recycling pant, Coca-Cola North 
America and Uni ed Resource Recovery Corporation 
in S artanburg Sou h Carolina, recycled more than 
a half ion PE bottles. At full capacity, the plant 
will prod ce ab ut 100 million pounds of recycled 
ET fo reus annually. The second largest bottle- 
to-bottle plant, Industria Mexicana de Reciclaje, 
S A. de C.V. (IMER)' is the first food-grade 
recycling plant in Mexico and the first of its type 
i Latin America. IMER has the capacity to recycle 
approximately 50 million pounds of PET annually. In 
2009, IMER increased its production by 30 percent, 
recycling 32 million pounds of PET, producing nearly 
20 million pounds of recycled food-grade resin used 
to produce 1.4 billion new 600mL PET bottles with 
35 percent recycled content. 

1 IMER is a partnership between our Company, our bottling 
partner Coca-Cola FEMSA, S.A.B de C.V. (Coca-Cola FEMSA) 
and Alpla Mexico, S.A. de C.V. 



— ^ Learn more at www.packagingreuse.thecoca-colacompany.com. 
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Improving Our Water Use 
and Efficiency 



Water remains a high priority for the Coca-Cola system. As he m in ingredient in 
our products and an important part of our manufacturing p ocesses, water is essential 
to the sustainability of our business. We have more than 00 bottling plants across 
our systemwide operations. These plants serve marke s locally and source the water 
they use locally. As such, the health of our busine s is dependent upon the health of 
the people, communities and ecosystems where we operate. 

Throughout the Coca-Cola system, we re intensely focused on water stewardship. We 
focus our water stewardship efforts in three areas: improve our water efficiency; recycle 
the water used in our operation (was ewater treatment); and replenish 1 through 
community water access and watershed restoration and protection. All of these efforts 
are linked to our commitm nt to the sus ainability of the water resources we share. 

In 2009, the Coca Cola system achieved its seventh consecutive year of improved 
water use efficien y. A ross the system, 309 billion liters of water were used to 
manufacture 130 b lion ters of product, with a water use ratio of 2.36 liters per 
liter of product pr duced — a 13 percent reduction since 2004. This represents a 
single-year effici ncy improvement of 2.9 percent from 2008 to 2009. 

The Coca-Co a system has pledged to improve its water use ratio 20 percent by 
2012 — ompared with a 2004 baseline — and we are on track to meet this goal. This 
goal Iso is a key part of our global partnership with WWR Since 2004, we have 

chieved an average annual increase in water efficiency of 2.7 percent. Improving 
ou annual efficiency 2.85 percent will achieve our goal of reducing our water use 

atio to 2.16 liters of water per liter of product produced by 2012. 



COCA-COLA SYSTEM WATER 
USE FROM 2004 TO 2009 

Systemwide total based on estimated total use 
(billion liters) 



COCA-COLA SYSTEM WATER USE RATIO 
(EFFICIENCY) FROM 2004 TO 2009 

Average plant rati s ba ed o ollected data 
(liters/liter of pro uct produced) 



313 



300 



309 



290' 



286 ! 
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2.62' 



2.56' 



2.47 



2.43 
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2.36 



2004 2005 2006 2007 2008 200 



2004 2005 2006 2007 2008 2009 



1 We define "replenish" as the Coca-Cola system providing support for healthy watersheds and sustainable community water 
programs to balance or offset the water used in our finished beverages. 

2 Our water use and water use ratio (efficiency) figures have been recalculated for the Europe Group for 2004, 2005 and 2006, 
based on changes to the organization. These changes affected our system water use ratio for these three years. 
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2009 TOTAL WATER USE BY REGION 

(billion liters, percent of global unit case 
volume sold) 

• Eurasia & Africa 62.1 B liters, 15% 
Europe 44.8B liters, 16% 
Latin America 83.9B liters, 28% 

• North America 39.6B liters, 23% 

• Pacific 78.7B liters, 18% 



Total Water Use 



309.1 B liters, 100% 



2009 WATER EFFICIENCY BY REGION 

(liters/liter of product produced) 

• Eurasia & Africa 
Europe 

Latin America 

• North America 

• Pacific 

• Global 



2.97 




3.23 



2.36 



To learn more about the water use of our operating groups and 
bottling partners, see additional sustainability reports produced 
by our system on the CD on page 45. 



CEO WATER MANDATE 

We committed to the UN Global Compact's CEO 
Water Mandate in 2007. Since that time, we have 
worked with companies, governments, UN agencies, 
NGOs and other stakeholders on innovating to 
improve water processes and product efficiencies; 
investing in the restoration of ecological systems 
that affect water resources; and engaging in 
collaborative strategies and partnerships for 
maintaining water resources over time. We are 
an active participant in three work streams o 
Responsible Business Engagement with Water olicy 
and Management; Water and Human Rights; and 
Corporate Water Disclosure. To learn more about 
our progress and reporting against the principles 
of the CEO Water Mandate, see page 43. 



COCA-COLA WATER FOOTPRINT' 

Water footprint ssessments help us measure 
and further under and our water use throughout 
our systemwide direc operations and supply 
chain. We have b en ac ely involved in water 
footprints explora ion for several years, 
including ou involvement with the formation 
of the W er Footprint Working Group — now 
th Water F otprint Network. In 2010, we 
work d with The Nature Conservancy to develop 
a repor on three water footprint assessments 
conducted for our Company, including an 

ssessment of the 500mL PET bottle of 
Coca-Cola produced in CCE's bottling plant in 
Dongen, Netherlands. To read our conclusions 
and additional water footprint details, see our 
2010 Product Water Footprint Assessments 
Report on the CD on page 45. 

Blue Water 

• Green Water 

• Grey Water 

Total Water Footprint: 35 Liters Per 
500mL PET Bottle of Coca-Cola Produced 



100% 
80% 
60% 
40% 
20% 
0% 



Manufacturi g 

P cesses 
Comp nent 



ackaging 

PET ottle, HDPE 
Clo re, PP Label, 
ay Carton, Tray 
Shrinkwrap, Pallet 



Ingredients 

Sugar Beet, 
Phosphoric Acid, 
Green Water, 
Caffeine, 



Stretch Wrap, Pallet Caramel, COj 

' For wa type definitions, see the beet sugar water footprint 
cha t on p ge 19. 



We are involved in the World Economic 
Forum's Water Initiative, which works 
with government leaders, civil society, 
multilateral organizations and the private 
sector to create a network of expertise 
for countries seeking to transform their 
water resource management and 
related policies. 



2009/2010 Sustainability Review 29 



Recycling Water in 
Our Operations 



While we work to improve our water efficiency for each lite of pr duct we produce 
and increase our conservation efforts across our system we also recycle the water we 
use in our operations. Our goal is to return all the water sed n our manufacturing 
processes throughout our system to the environment t a level that supports aquatic 
life by the end of 2010. 

Water used in Coca-Cola system operations is recycled through a stringent treatment 
and cleansing process to ensure that our wast water meets or exceeds applicable 
laws and regulations before being re eased into the environment. 

In 2009, the Coca-Cola system released 179 billion liters of treated wastewater back 
to the environment and 89 percent of our system facilities — representing 95 percent 
of product volume — were c mpliant with our stringent internal wastewater treatment 
and discharge standards. Significant challenges have had an impact on our system 
achieving 100 percen ompliance. By the end of 2010, we estimate that 94 percent 
of system facilities will b compliant with our wastewater treatment standards. Work 
is under way a th r maining plants to be compliant by the end of 2011. 





WATEw SAVING TECHNOLOGY 

CCE has installed recycle-and-reclaim loops in 12 of its 
ater treatment systems in North America and Europe. 
These loops allow facilities to reuse processed water in 
cooling towers, boilers or cleaning, saving an average of 
220 million liters of water per system annually. The goal 
is to equip 30 facilities with these loops by 2012. 




— ^ Learn more at www.recyclingwater.thecoca-colacompany.com. 



Source Water Use 
and Protection 



To understand and promote management of water resources for the Co a-Cola 
system's manufacturing operations, we have launched a systemwide water resource 
sustainability corporate standard. This standard requires each of our more than 
900 bottling plants to evaluate the sustainability of the water esources used to 
produce their beverages, as well as the sustainability of he water resources used 
by the surrounding community. It also requires identificatio of associated water 
risks at the plant level and action plans to reduce such risks. 

All Coca-Cola system plants are required to complete this process and be actively 
implementing their protection plans by 2013. These source water protection plans 
address critical water challenges at a watersh d level, from hydrological vulnerabilities 
to local government management As a compan we are providing guidance, planning 
templates, preparation checkli ts a d tra ning courses to facilitate systemwide 
engagement with this wat r resource sustainability corporate standard. 



As part of our new source wa protection plan 
standard, all Coca-Cola ys <>m manufacturing 
plants are requi ed t : 

LFormawate re- ourc management team that 
include he pi t manager, plant engineers, water 
res u ce exj. rt(s), bottling partner and business 
unit chnical u.id public affairs representatives 

2. W rk witl water resource expert(s) to complete 
a sou water vulnerability assessment that 
vpntories risks to all process source waters 



3. Prepare a source water protection plan with 
actions, roles, responsibilities and resource needs 

4. Implement the source water protection plan 

5. Maintain and update the source water protection 
plan with source vulnerabilities and source water 
protection plans updated at five-year intervals 
and amended on an as-needed basis 



IDENTIFYING GLOBAL WATER RISKS 

Water risks are a function of a number of factors, including 
physical availability, infrastructure existence/pressure, pricing, 
drought, competing use, increasing demand, climate change, 
regulatory limits and social acceptance. To understand 
the primary water risks we face in the communities where 
we operate, more than 90 percent of our bottling plants 
completed water risk surveys in their regions in 2009. Key 
findings show that our primary water risks are a result of: 

• Growing and competing demands on water coupled 
with a lack of adequate government policy and acti 
affecting water quality and quantity 

• Rising water acquisition and discharge fees 

• Lack of full compliance with internal wastewater 
treatment requirements 

We are working to address these issues as part of our source 
water protection plans. More information on our water risk 
evaluation and plans can be found on the CD on page 45. 



2009 COCA OLA SYSTEM 
WATER USE BY SOURCE 

(billion liters) 



148.3 




157.7 



Surface and Groundwater 

• Municipal 

• Rainwater 

Total Water Use 



157.7B (51%) 

148.3B (48%) 

3.1 B (1%) 

309.1 B 
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Replenishing the 
Water We Use 



Throughout the Coca-Cola system, our beverages are pr d ced ocally and the water 
we use to create our beverages is sourced locally. One of our key water strategies is 
to replenish the water we use by investing in projects tha nclude watershed protection 
and conservation; expanding community drinking wat r and sanitation access; and 
improving water for productive use. As our plants develop and implement their 
source water protection plans, such projects will become more locally relevant to 
our operations. By 2020, we intend to attain our goal of replenishing to nature and 
communities an amount of water equivale t to that used in our finished beverages. 

Since 2005, the Coca-Cola system has engaged in more than 250 community water 
partnership projects in more than 70 countries. In 2009, a total of 54 projects were 
completed, and 33 new pr jects were in iated. 

In 2009, we asked espected third-party experts, including The Nature Conservancy 
and Global Environm t and Technology Foundation, to work with us to calculate the 
water benefits of our community water partnership projects to communities and nature. 
Initial estimate a e hat the equivalent of 22 percent of the water used in our finished 
beverages w s replenished through projects completed or ongoing in 2009. In addition 
to the water volume benefits, the pollution reduction benefits from watershed 
resto ati n a tivities were estimated to have reduced sediment load by approximately 
3 illio metric tons. Our system also implements water resource education and 
awareness projects, which build the foundation for many projects and help support 
ommunity engagement but do not directly impact water availability or quality 
and thus are not quantified. 

To learn more about our efforts, see our 2010 The Coca-Cola Company Replenish 
Report on the CD on page 45. 



COMMUNITY WATER 
PROJECTS 





USAID 

FKOM THE AMERICAN PFOf I F 



Increasing Water Resources 

In Niger, The Coca-Cola Africa Foundation and USAID partnered on a project to provide water access 
and sanitation to 14,000 people in Zinder. In 201 0, our Company and USAID announced an additional 
joint investment of $12.7 million in our global partnership, the Water and Development Alliance, 
focusing on watershed management, water supply and sanitation, hygiene promotion and productive 
water use. With this investment, USAID and our Company will have committed $28.1 million since 
2005, supporting 32 projects in 22 countries in Africa, Asia, Latin America and the Middle East. 
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PARTNERING WITH WWF 

Our partnership with WWF extends 
through 2012 and includes nearly 
$24 million in funding support. Through 
this partnership, we are dedicated to 
conserving freshwater basins around 
the world, improving water efficiency, 
promoting sustainable agriculture within 
our supply chain, reducing carbon 
emissions and energy use, and inspiring 
a global movement to conserve water. 
To learn more about our partnership 
and progress with WWF, see our 2009 
Partnership Annual Review on the CD 
on page 45. 





G OUR 

HIP WITH UNDP 

Sine 2006, we have worked in partnership with 
United Nations Development Programme (UNDP) 
to identify, support and address water-related 
challenges In communities across Eastern Europe 
and Eurasia. We have more than 20 projects 
with UNDP that range from installing rainwater 
harvesting systems to improving sanitation, water 
quality and sources to advancing community 
water education. We have invested more than 
$5 million in the partnership and in 2010, we 
committed to support the partnership through 
2014 with an additional $10 million. 



Through our m« 
Beverage Indus 



lent in 
ng water 
'otection- 




^REPLENISH AFRICA INITIATIVE 

n 2009, we announced our Replenish 
frica Initiative (RAIN) — a six-year, $30 million 
commitment to provide access to safe drinking 
water to communities throughout Africa. RAIN, 
implemented by The Coca-Cola Africa Foundation, 
will provide at least 2 million Africans with clean 
water and sanitation by 2015. Since inception, 
RAIN has funded 12 projects in 11 countries in Africa, 
benefiting 200,000 people. For more information, 
go to www.rain.thecoca-colacompany.com. 



REFORESTATION 

Our bottling partners work closely with comr inities 
on a number of reforestation initiatives n Mex o th y 
work with the Mexican nonprofit orga zation Pr onatura, 
relevant governmental authorities ana ur Cori pany on 
a major national reforestati n project resj. ..iDle for 
planting 30 million trees in '• -ites by the end of 2012. 
In Colombia, Coca-Cola FFMS/- developed "Recovery 
of Species at Risk of E' inctio " wh ch contributes to 
the safeguardi. lofC lombiai water resources by 
planting 12,000 n ive s <*cier ,eedlings. 



develoi 
for cak 
a beve 



20?: "Ai P r . SOURCES GROUP 

In ; ir* .^rsl 5 with other private and social sector 
->rgc TwHr , s , we formed the 2030 Water Resources 
C up to contribute new insights to the increasingly 
critk ! issue of water resource scarcity. From 2008 to 
2010, this group developed groundbreaking thought 
.eadership on the availability of water between now 
and 2030 and the economics of various options to 
help address solutions to global water needs. As a 
result of this work, the group will start government 
and stakeholder engagement on water policy and 
management in China, India, Jordan, Mexico and 
South Africa and will report on progress at the 
World Economic Forum in 2012. 
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§ Ensuring Workplace and 
| Human Rights 

o 

Our associates are the people who innovate, develop, m n facture deliver and 
market our products to the world every day, and they a e the face of our Company 
to our customers. Our associates play a vital role in the s cces of our business, and 
we strive to be a great place to work for all our associates globally. We do so by 
fostering safe, open, inclusive and healthy work environments for our associates, 
where they are treated fairly, with dignity and with r spect. 

Our Workplace Rights Policy and Human R gh s Statement establish a foundation 
for managing our business around the world in accordance with high standards of 
integrity. They confirm the Comp ny's ommitment to respect all human and workplace 
rights in our workplaces and in the communities where we operate. They also state 
the Company's principles c nee ning freedom of association; forced labor; child labor; 
discrimination; work hours a d wages; occupational health and safety; and workplace 
security. Associates receive education and training with regard to our workplace 
standards and have th right to report any violation without fear of retaliation. 



Our Company Code of Business Conduct guides our business practices, requiring 
honesty and integrity in all of our business matters. All our associates are required to 
read and u derstand the Code and follow its principles. More information on the 
Code can be found on page 40. 



In 2009, we continued to implement 
our Workplace Rights Policy in our 
Company-owned facilities, achieving a 
90% compliance rate, versus 67% in 2008. 



THE COCA-COLA COMPANY 




GLOBAL WORKFORCE 




Total Global Workforce 


92,800' 1 


Eurasia & Africa Group 


2,500 


Bottling Investments 


20,300 


Europe Group 


2,50 


Bottling Investments 


13,5 0 


Latin America Group 


200 


Bottling Investments 


8,4 0 


North America Group 


10,800' 


Bottling Investments 


,200 


Pacific Group 


2,600 


Bottling Investments 


26,800 



' Workforce numbers are approximate and as of December 31, 2009. 

1 On October 2, 2010, The Coca-Cola Company acquired the North 
American operations of Coca-Cola Enterprises Inc. Approximately 
60,000 associates joined the Company at that time. 



In 2009, we launched a 
mandatory Workplace Rk his 
Policy online trainin | course 
available to associ fes in 
English, Japanese and Spanish. 




i. 20 i we s t a goal to 
imp -*ve i .^pect for labor 
and hx ^an rights against 
the tandards set in our 
W , kplace Rights Policy by 
achieving a 98% overall 
performance level by 2015. 



In 2009, our Global Workplace 
Rights team participated in a 
Global Reporting Initiative task 
force to develop human rights 
indicators for sustainability 
measurement. 
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Protecting Workplace and 
Human Rights 



We have policies and practices in place to ensure workplace and human rghts are 
upheld and embedded in our business. We rely on our workpla e auditing systems and 
our associates to report potential violations so we can deal with hem in a quick and 
effective manner. We have several systems in place to allow as ociates to report 
violations without fear of retaliation. All associates are en ouraged to report violations 
confidentially to their manager, human resources, legal, security or to the EthicsLine, 
which is a toll-free, secure telephone line and website. 

We also are committed to protecting workplace and human rights in our supply chain, 
and we are taking action accordingly around the world. 



2009 BOTTLING PARTNER 

AND SUPPLIER AUDITS BY EGION 



21% 



25% 

Pa ific 

Latin merica 

• urasia & Africa 

• Europe 

• North America 

Total Audits 




42% 



822 (42%) 
490 (25%) 
417 (21%) 
122 (6%) 
120 (6%) 

1,971 



ETHICALLY MANAGING 
OUR SUPPLY CHAIN 

We have a responsibility to ensure that independent 
bottlers and the direct suppliers we use throughout 
the Coca-Cola system adhere to standards and 
practices that are commensurate with our own 
operations. We expect our bottlers and suppliers to 
conduct business in an ethical manner and comply 
with applicable local laws and regulations at a 
minimum. Our Supplier Guiding Principles (SGP) 
communicate our values and expectations and a e a 
part of all supplier agreements. Third-party aud ors 
conduct SGP assessments of our bottling partners 
and suppliers, and we provide training and assistance 
programs to enable them to improve their operations. 
At the end of 2009, we had assessed facilities for 
65 percent of our bottling partners and direct 
suppliers, of which 72 percent had achieved SGP 
compliance, and work is under way to close any 
gaps identified. 



COLLABORATING TO ADDRESS 
CHILD LABOR 

The Coca-Cola system is one of the world's largest 
buyers of sugar. Our direct suppliers in the sugar supply 
chain are usually sugar mills where sugar is refined. 
We do not typically purchase ingredients directly from 
farms. We hold our direct suppliers accountable for 
their adherence to our SGP, which prohibit the use of . 
child labor. We also collaborate with our suppliers, 
industry and other stakeholders to address the issue^ ™ 
of child labor in sugar cane harvesting at the farm le el. 
As a result of a global/local strategy to addreap^dp^^ 
labor in sugar cane harvesting, we are work^g t0 ^m 
address the issue in several countries, includng 
El Salvador, Honduras, Mexico and 1 
to raise awareness of the issue and m 
from sugar cane fields and place the? 
an annual basis, we suppo t the Inter 
Organization World Day Aga i 
awareness and support for re; 
Additionally, we hav«partiom 
discussions al^e LL^Depar 
and at the U.S 
aie partii i| ijtn 
t: rmed by the 
addresslBld I 



!'"' 

%p schj bls. On 
maWWT Labour 
Id Labour to raise 
tffis difficult issue. 
^PartiE^teSm roundtable 
. Deparment of Labor in 2009 
itate in 2010. We also 
fc43-member consultative group 
Dapartment of Agriculture to 
and forced labor in imported 
s that will provide further insights 



PREVENTING HUMAN TRAFFICKING 

The Coca-Cola Company addresses human trafficking 
and forced labor through both our Workplace Rights 
Policy and SGP. Where we have found specific issues, 
we have tailored our actions to address those issues. 
These actions include establishing a guideline in the 
Middle East that prohibits passport holding, thus 
protecting freedom of movement for migrant workers, 
and enhanced forced labor monitoring in the sugar 
supply chain in Brazil. 



— ^ Learn more at www.suppliers.thecoca-colacompany.com. 
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Improving Human Rights 
Policies and Practices 



We believe that we must always strive to improve our wo kplace nd human rights 
practices to ensure we are living up to the high standa ds we have set for ourselves. 
We are engaged in a number of partnerships with stakeholder and peers to ensure 
we are continually learning about best practices and e olving our own standards, 
practices and policies on human rights as approp iate. 



HUMAN RIGHTS INITIATIVES 

From 2007 to 2009, we partnered with 
10 multinational companies in the Business 
Leaders Initiative on Human Righ s (BL HR). 
One of BLIHR/s accomplishment wa to 
develop a Human Rights M trix w ch 
outlined 28 essential s ps hat companies 
need to consider to ensur espec for human 
rights. In 2009, we became a founding 
member of the G obal Business Initiative on 
Human Rights (GB HR), post-BUHR 
organization foe ed on human rights in 
emerging ma kets. Working in partnership 
with the UN Gl bal Compact, GBIHR provides 
a platfo m for ompanies to demonstrate 
leade ship, collaborate on issues and share 
best pra tices on integrating human rights 
in o the management of their businesses. 



THE DANISH INSTITJTE FOR HUMAN RIGHTS 



with The 

Danish Institute for Human Rights on a 
Human Rights Gap Analysis to identify 
potential gaps in our global policies 
measured against the BLIHR Human 
Rights Matrix and all human rights. The 
analysis was used as part of a refresh 
of our Human Rights Statement and 
Workplace Rights Policy in 2010, which 
we will communicate globally in 2011. 



We are an active member of AIM-PROGRESS, a global forum of 24 fast-moving consumer goods 
companies, which seeks to promote responsible sourcing practices through collabora on. In 
June 2009, we hosted the U.S. meeting of AIM-PROGRESS in which member companie finalized 
a framework for mutually recognized social compliance assessments. This e fo t reduces audit 
fatigue, decreases cycle time to place orders and drives cost savings througho t organizations. 
Twelve member companies, including our Company, have committed to h fram work. 



CREAT NG A HUMAN RIGHTS 
FRAMEWORK 

ince 2005, we have worked with Professor 
John Ruggie, UN Special Representative for 

usiness and Human Rights, on the development 
and implementation of his "Protect, Respect and 
Remedy" framework for human rights. In 
February 2010, we hosted a day-long conference 
on respect for human rights attended by more 
than 100 business representatives at which 
Professor Ruggie was the keynote speaker. 



^■1 IBk 



"Coca-Cola's support of the 2010 
program has been pivotal to the 
success of both the regional supplier 
workshops and webinars, helping 
the group extend its supplier 
outreach to more than double the 
numbers originally planned." 

Polar Sobic 

Chairman of AIM-PROGRESS, 
Representative of Unilever 
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— Learn more at www.workplacerights.thecoca-colacompany.com. 



Being a Great Place 
to Work 



Approximately 700,000 associates create the Coca-Cola system E ch associate 
brings his or her unique talents and ideas to work every day to help the Coca-Cola 
system achieve the goals outlined in our 2020 Vision. Associate also epresent 
Coca-Cola in their communities and are ambassadors of our b ands to the world. 
Ensuring our associates are happy, healthy and treated f irly and with respect is 
at the core of our business philosophy and success. 

We strive to create open work environments a di erse as the markets we serve, 
where people are inspired to create superior esults We also aim to create environments 
where people are fully engaged and where the Company is viewed both internally 
and externally as an employer of choice. 



In 2010, the results of our glob I Employee 
Insights Survey showed impro ement 
across almost all survey categor es, 
including an 84% assc-'iut- ngagement 
score — a 2 point increase over 2008. 



In 2009 and 2010, our Company was 
named one of the Best Companies to 
Work Fo ' by the Great Place to Work* 
nstitute in Argentina, Australia, Brazil, 
Chile, France, Great Britain, Mexico 
and Spain. Our bottling partners were 
also named to lists in Argentina, Brazil, 
Denmark, Greece, Italy and Peru. 




OFFERING FLEXIBILITY 

In the United States, we recently implemented 
a set of Flexible Work Arrangement policies 
to help associates balance their personal and 
professional lives. These policies offer associates 
the opportunity to modify their work schedule 
to meet personal needs through flexible hours, 
a compressed workweek or teleworking. In 
many cases, these efforts also help associates 
reduce commute times and gasoline use, 
contributing to a healthier environment 



PROVIDING LEARNING ^ w 
OPPORTUNITIES I t 

Coca-Cola University (CCU) is our Company's 
education curriculum, hich provides a wide 
range of courses through lassroom learning, 
e-learning and field tra ning to help associates 
develop erso ally and professionally. CCU's 
learning po tfolio focu es on leadership; 
marketing; hu an rights; ethics and compliance; 
d ve sity; su tain bility; finance; and other 
competencies. We offer thousands of courses 

ass ciat through CCU. In 2009, more 
than 27,000 associates participated in 
1,72 CCU classroom sessions worldwide, 
nd 39,100 associates participated in 
e-learning courses. 



— ^ Learn more at www.workplace.thecoca-colacompany.com. 
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Creating an 
Inclusive Workplace 



Diversity is at the heart of our business. We strive to create wor environment that 
provides all our associates equal access to information development and opportunity. 
By building an inclusive workplace environment, we see to leverage our global team 
of associates, which is rich in diverse people, talent and ideas. We see diversity as 
more than just policies and practices. It is an integral part of who we are as a company, 
how we operate and how we see our future. 

As a global business, our ability to und rst nd embrace and operate in a multicultural 
world — both in the marketplace and n the workplace — is critical to our long-term 
sustainability and, specifically, impacts our ability to meet our 2020 Vision People goals. 
Many people across the Company con ue to work diligently to help us advance in our 
diversity journey and build our practices on diversity, inclusion and fairness. We also 
include our associates in the process. We garner their feedback through formal surveys 
and informally through their participation in our business resource groups, various 
diversity education pr grams and our Resolution Resources Program, where associates 
can work to resolve issues they face in our Company. 



SUPPLIER DIVERSITY 

We ar committed to 
supplier diversity as a 
business imperative and 
believe it is essential for 
building a winning culture. In 
2009, we spent $460 million 
with minority- and women- 
owned business enterprises 
(MWBEs), an 11 percent 
increase over 2008. This 
is nearly a $400 million 
increase in spending with 
AAWBE suppliers compared 
to 2000, when our Company 
made a public commitment 
for supplier diversity spending 
in the U.S. 



For five consecutive years, our Company 
has received a top rating of 100% from 
the Human Rights Campaign for our 
performance regarding workplace 
policies for gay, lesbian, bisexual and 
transgender associates. 



BUILDING ASSOCIATE COMMUNITIES 

Within our Company, we supp t business resource 
groups that form communities fo associa es to engage 
with colleagues that have im lar eth i or gender 
backgrounds, interests, exual o entation or work 
roles. These group enable assoc ates to participate 
in professional and p rsona g owth opportunities 
through training a d ed cation, community projects, 
networking e ents and project management. Each 
group has an xecutive sponsor from the Company's 
senio lead rship earn who provides guidance on 
the v sion and strategy for the group. 



In 2009, 26% of our 
Company leadership 
was female. 
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Managing 
Workplace Safety 



Our commitment to Occupational Safety and Health (OSH) is emb dded into 
everything we do in our Company. We are committed to provi ing a safe and healthy 
work environment for all our associates and contractors. 



While our overall incident rate continued to improve in 2009, we regretfully had four 
associates and three contractors who lost their lives while performing work for our 
Company. Four of these deaths were the result of travel-related incidents. We take 
these tragic losses very seriously and continue to learn from them as we strengthen 
our OSH programs. We continue to monitor the safe y performance of our operations 
through regular independent assessme ts ag inst our Company standards and 
requirements as well as applicable laws and r ulations. 

We continue to improve our safety nd h alth programs and results. We believe that 
visible, demonstrated leadership commitment and a strong health and safety culture 
are key drivers of this improv ment. We also believe in elevating the capability of our 
OSH resources in order to drive continual improvement. Finally, we strive to improve 
on our data reporting accur cy as well as on critical issues such as road traffic safety. 



COMPANY WORK-RELATED INJURY AND ILLNESS RATES 



2005 



2006 



2007 



2008 




Lost Time In ident Rate 
L st Days 

Los 



2.6 

15,226 



2.1 

20,837 



2.3 

29,407 



2.2 
24,621 



Lost Time Incident Rate — Based on lost-time incidents per 200,000 hours worked. Our definition of incidents is 
^L^^inclusive of those with days lost, restricted or transferred. 

Data above reflect the total collected data for associates and casual contractors of The Coca-Cola Com ny and 
Company-owned bottling operations, not the Coca-Cola system. For 2009, we have 135 percent more asso iates 
represented in the data versus 2005 due to increased data collection, new hires and acquisitions d this t ef ame. 




In 2009, we collaborated with our bottling partners 
to issue our Occupational Safety and Health 
Commitment, including our vision to make and 
deliver our products and provide services with a 
goal of zero work-related injuries and Nines 
Our commitment focuses on six key prir -\ 



In 2009, we de 



Safety and health can and will be mana 
Occupational injuries and illnesses are prev 
Nothing we do is worth injury or illness 
Safe behavior is a fundamental job require 
Everyone is responsible for safety and health. 
Our safety performance is important for our business. 




In 2009, we developed 
mandatory safety 
traini g for all Company 
s ociates, in addition to 
aining required by their 
ocal organizations. We 
also delivered advanced 
training to safety leaders 
in targeted geographies. 



— ^ Learn more at www.safety.thecoca-colacompany.com. 
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Q z BOARD OF DIRECTORS 

^ At The Coca-Cola Company, we are guided by our established standards of corporate governance 

and ethics. We continually review our systems to ensure transparency and accountability. Our Board 
X — of Directors is elected by the shareowners to oversee their interest in th long-term health, financial 

strength and overall success of the Company. The Board serves as the ultimate decision-making 



> 
>- 



body of the Company, except for those matters reserved to or sh red ith th hareowners. The 
Board carries out its responsibilities through the work performed by its seven standing committees: 
<r_ <r_ Audit Committee, Compensation Committee, Committee on Dire tors a d Corporate Governance, 

Executive Committee, Finance Committee, Management Deve opment Committee, and Public 
Issues and Diversity Review Committee. The Board selec s and ov rsees members of senior 
q ^ management, who are charged by the Board with conducti g the business of the Company. Our 

O Board currently has 14 members, 13 of whom are not employe s of The Coca-Cola Company. 



_ Q_ 

> * 



< 



The Corporate Governance Guidelines, along with h Board Committee Charters and the key 
practices of the Board, provide the founda on for corporate governance at The Coca-Cola Company. 
2 The Corporate Governance Guidelines addr ss su h areas as the Board's mission and responsibilities; 

^ Director qualifications; determination of Direc or independence; Chief Executive Officer compensation 

(j and performance evaluation; and m nageme succession planning. 



CODES OF BUSINESS CONDUCT 

Our Company's Code f B s/ness Conduct, which is available in 19 languages on both our internal 
and external website gu es our business conduct, requiring accountability, honesty and integrity 
in all matters. All assoc ates f the Company and its majority-owned subsidiaries are required to read 
and understand he Code and follow its precepts in the workplace and larger community. The Code 
is administer d by he E hies and Compliance Committee (various members of the Company's 
senior lead rship) w th oversight by the Company's Chief Financial Officer, General Counsel and the 
Audit omm ttee of the Board, which is composed solely of independent Directors. Non-employee 
Direct rs of Th Coca-Cola Company and its subsidiaries are bound by a Code of Business Conduct 
f Non Empl yee Directors that reflects the same principles and values as the Code but focuses 
on ma ters of most relevance to non-employee Directors. This non-employee Director Code is 
adminis ered by the Committee on Directors and Corporate Governance of the Board, which is 
composed solely of independent Directors. 

F hire:/ inp k a wprtQitp and tnll-frpp tplonhnnp linn fnr aQQnriatod n idtnmprt; qi innliprs and nnQiimoQ 



E hicsLine is a website and toll-free telephone line for associates, customers, suppliers and onsume s 
of The Coca-Cola Company to ask a question or make a report regarding the Compan ' Code of 
Business Conduct, Workplace Rights Policy or other ethics and compliance matters, he information 
submitted is treated confidentially. 



ANTI-CORRUPTION 



Our Company's long-standing commitment to doing business with integrity mean voiding corruption 
in any form, including bribery, and complying with the anti-co ruption laws o the countries where 
we operate. The Company's Anti-Bribery Policy provides guidan e on how to conduct business in 
a fair, ethical and legal manner. 



We conduct periodic anti-bribery assessments and aud ts of our usiness to raise overall awareness, 
detect potential misconduct and monitor compliance with anti-co uption laws and Company policy. 
We have reviewed practices at all our business units for isks r I t d to corruption, and we concentrate 
our assessments and audits on the highest-risk lo ations. 

In 2010, we conducted an anonymous survey f mo tha 600 associates who directly and indirectly 
manage our interactions with governme t official across our global operations. The survey collected 
direct feedback on how our anti-co ruptio program is working and to ensure compliance with our 
policy and supporting procedures. Su vey re ults indicated a very high degree of knowledge of the 
Company's Anti-Bribery Policy. 

We remain an active participant in several global forums on anti-corruption, including membership in 
the World Economic Forum's Partnering Against Corruption Initiative and the UN Global Compact's 
Anti-Corruption Working Group. Through these engagements, we have been able to continuously 
identify and share anti-corruption best practices. 

We have conducted a pilot program to screen vendors and potential vendors deemed to be 
high-risk and obtain their agreement to abide by the Company's Anti-Bribery Policy. The 
program will be launched globally by the end of 2010. 
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POLITICAL CONTRIBUTIONS 

Public policy issues have the potential to impact our business, people and communities. On 
occasion our Company — like other commercial enterprises — uses its resource to advance public 
policy that is consistent with the sustainability of our business and our Compan values. 

Our Company recognizes the importance of meaningful corporate governa c prac ce as it relates 
to corporate political contributions in the United States. Accordingly, sue cor orate political 
contributions are based upon the following criteria: legal compliance; Bo r and management 
oversight; public policy support; and public transparency. 

We provide a full report of all corporate and Coke Political Action Commit e (an associate-funded 
program) political contributions in the United States — including the ame of the individual or 
organization and amount of the contribution — on our Company websi e. 



VERIFICATION STATEMENT 



The Coca-Cola Company commissioned FIRA Sustainab ity to provide "Moderate Assurance" 
on its 2009/2010 Sustainability Review. We c ncl de tha the disclosed claims provide a reliable 
representation of the Company's efforts a d perf rmance. We observed the ongoing improvement 
of the data collection process cus d on data quality and enhanced traceability. We also observed 
that the Company further developed i s taxability approach, adopting new specific targets and 
reporting achievements. 

Opportunities for improveme t i elude: 

• Stakeholder engagem n The Company initiates multiple types of stakeholder engagements 
throughout the yea as part of regular departmental activities. We recommend that the 
Company es abli h a more sufficient process to utilize the results of these engagements 
for external communication. 



• Da collect n: Further improve the established internal control system by formalizing 
r spon ibilities and gaining commitment from the Coca-Cola system on requirements. 



ex lanati ns and feedback on deviations to increase the data accuracy level. We recommend 
that fter reviewing all data, improvements are made to ensure a better data management 
rocess is implemented. 

Balance: The Company reports on a large variety of topics. As structure within stakeholder 
engagement is enhanced, balance within the report will grow. The report switches between 
Company and Coca-Cola system data, challenging the reader to interpret performance. 



• Timeliness: We recommend that the Company align the publication of the report wi the 
collection of data and performance information. Timely reporting will increas the value 
for stakeholders. 

The full statement can be found at www.verification.thecoca-colacompany. om. 




Ms. F.V.M. Schneider 
'2^t_[^Z£Ll — Managing Director, FIRA Su t inabi y 
December 2010 



Jacompany. om. 



-» FOR MORE INFORMATION, VISIT 



Board of Directors www.tx3ardofdirectors.thecoca-colacompany.com 

Governance www.governanceeth/cs.thecoca-co/acompany.com 

Codes of Business Conduct www. businessconduct.thecoca-colacompany.com 

EthicsLine www.KOethics.com 

Anti-Corruption www.anticorruption.thecoca-colacompany.com 

Political Contributions www.politicalcontributions.thecoca-colacompany.com 

Supplier Guiding Prindples www.supplierprinciples.thecoca-colacompany.com 
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GLOBAL REPORTING INITIATIVE INDEX 

Below is an index of our reporting against the GRI G3 Guidelines within th content of this 
2009/2010 Sustainability Review. To read our entire report agains the Rl G3 Guidelines, 
visit www.gr/.thecoca-co/acompany.com. 
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Note: Ind ators not included in the 
t le are not reported against in this 
2009/2010 Sustainability Review. You 
n view all of our GRI answers on our 
Company website (see above). 



EarthColor Inc. printed this report using 100 percent 
renewable wind power and following sustainable manufacturing 
principles, including socially responsible procurement, lean 
manufacturing, green chemistry principles and the r ycling 
of residual materials, as well as reduced volatile organ 
compound (VOC) inks and coatings. In addition arbon d 
VOC reduction strategies were employed to dest residu 
VOCs via bio-oxidation. Offsets were purchased whe carbon 
could not be eliminated to render this report carbon-m aged 
and climate-balanced. 

The environmental impact of this sustainability report was a 
main consideration from the inception of the project, which is 
the result of a collaborative effort of The Coca-Cola Company 
and its supply chain partners with the highest regard for 
the planet and its ecosystems. Care was taken to use 
environmentally sustainable products and to follow socially 



res onsible manufacturing processes to ensure a minimized 
nvironmental impact. 

Th port is printed on Mohawk Options PC 100, which is 
manufactured using 100 percent renewable wind energy, 
omposed of 1 00 percent recycled content and FSC-certified 
to well-managed forestry standards. The CD hub is printed on 
board made of 100 percent recycled material, 90 percent of 
which consists of postconsumer waste. 

Environmental impact savings: 

/™ 0.24 acres preserved via well-managed forestry 

279 trees preserved for the future 
^ 195 million BTUs energy not consumed 

57,066 pounds net greenhouse gases prevented 
53 101,558 gallons water saved 
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UNITED NATIONS GLOBAL COMPACT INDEX 

The UN Global Compact is a strategic policy initiative for businesses that are comm ted to aligning 
their operations and strategies with 10 universally accepted principles in the ar as of human rights, 
labor, environment and anti-corruption. The Coca-Cola Company commit ed to th principles of the 
UN Global Compact in March 2006. Below is an index of our reporting ains he UN Global Compact 
principles within the content of this 2009/2010 Sustainability Review. Mo information on our 
progress can be found on our Company website at www.ung/oba/c mpactth coca-colacompany.com. 
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PRINCIPLE 1: 

PRINCIPLE 2: 
PRINCIPLE 3: 
PRINCIPLE 4: 
PRINCIPLE 5: 
PRINCIPLE 6: 
PRINCIPLE 7: 

PRINCIPLE 8: 

PRINCIPLE 9: 

PRINCIPLE 0: 



Support and respect protection 
human rights 



nternationally proclaimed 



:tion o internation 
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The CEO Water Mandate 
CEO WATER MANDATE INDEX 



Make sure business is not complici in human rights abuses 

Uphold freedom of as ocia ion and rig t to collective bargaining 

Support elimination of a forms of forced and compulsory labor 

Support effecti e b lition of child labor 

Eliminate dis imin ion in employment and occupation 

Support pr c utionary approach to 
enviro mental challenges 

Undertake initiatives to promote greater 
enviro mental responsibility 

Encourage the development and diffusion of environmentally 
friendly technologies 

Work against all forms of corruption, including extortion 
and bribery 



18, 34-39 

34-36 
34-36 
34-36 
34-36 
37-38 

2-3,18-33 



2-3,18-33 



1,11,2-3,18-33 




Launched in July 2007, the CEO Water Mandate is a unique public-private init ative desig d to 
assist companies in the development, implementation and disclosure f water sustain bility policies 
and practices. Companies that endorse the mandate are required to rep rt pr gress annually 
against a set of standard principles. Our reporting against these principles noted below. You also 
can view our progress on our Company website at www.watermandate.thecoc colacompany.com. 
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1. Direct operations 

2. Supply chain and watershed management 

3. Collective action 

4. Public policy 

5. Community engagement 

6. Transparency 



I, IV, 2, 28-33 
I, IV, 18-19, 28-33 
18-19, 28-33 
29,31,33 
28-33 
I, IV, 18-19, 28-33 
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>3 FORWARD-LOOKING STATEMENTS 



< 



O This report may contain statements, estimates or projections that constitute "forward-looking 

°- statements" as defined under U.S. federal securities laws. Generally, the words "believe," "expect," 

£l "intend," "estimate," "anticipate," "project," "will" and similar expressio s identify forward- 

1/1 2 looking statements, which generally are not historical in nature. Forward-loo ing statements are 

^ subject to certain risks and uncertainties that could cause actual results t diffe materially from 

t; on The Coca-Cola Company's historical experience and our present e pec ations or projections. These 

O risks include, but are not limited to, obesity and other health conce s; sea city and quality of water; 

§ Q- changes in the nonalcoholic beverages business environment, including changes in consumer 

q ^ preferences based on health and nutrition considerations and obesty concerns; shifting consumer 

9z <C tastes and needs, changes in lifestyles and competitive product and pricing pressures; impact of 

the global credit crisis on our liquidity and financial performan e; increased competition; our ability 
lu uj to expand our operations in developing and em rging markets; foreign currency exchange rate 

Q fluctuations; increases in interest rates; our abi ty to intain good relationships with our bottling 

partners; the financial condition of our bottl ng partners increases in income tax rates or changes 
in income tax laws; increases in indirect taxes or ne indirect taxes; our ability and the ability of our 
bottling partners to maintain good labo relati ns, including the ability to renew collective bargaining 
agreements on satisfactory terms a d avoid s es, work stoppages or labor unrest; increase in the 
cost, disruption of supply or sho tage f energy; ncrease in cost, disruption of supply or shortage of 
ingredients or packaging materi Is; chan es in I ws and regulations relating to beverage containers 
and packaging, including c ntaine deposit, recycling, eco-tax and/or product stewardship laws or 
regulations; adoption of sig ificant additional labeling or warning requirements; unfavorable general 
economic conditions n th United States or other major markets; unfavorable economic and political 
2 conditions in international m rkets, including civil unrest and product boycotts; changes in commercial 

q or market practic s nd business model within the European Union; litigation uncertainties; adverse 

^ weather conditions our ility to maintain brand image and corporate reputation as well as other 

product issues s ch s product recalls; changes in legal and regulatory environments; changes in 
OH accoun ing s andards and taxation requirements; our ability to achieve overall long-term goals; our 

2 ability o p otec our information systems; additional impairment charges; our ability to successfully 

manage Company-owned bottling operations; the impact of climate change on our business; global 

Nor regional catastrophic events; risks related to our acquisition of Coca-Cola Enterprises Inc.'s North 
Americ operations; and other risks discussed in our Company's filings with the U.S. Securities and 
E change Commission (SEC), including our Annual Report on Form 10-K, and Quarterly Reports 
on orm 10-Q, which filings are available from the SEC. You should not place undue reliance on 
f ward-looking statements, which speak only as of the date they are made. The Coca-Cola Company 
undertakes no obligation to publicly update or revise any forward-looking statements. 

ENVIRONMENTAL STATEMENT 

A healthy environment, locally and globally, is vital to our business and to th ommunities where 



2 




A healthy environment, locally and globally, is vital to our business and to th 
we operate. We view protection of the environment as a journey, not a destina ion. We began that 
journey a number of years ago, and it continues today. Each employee of The Co a-Cola Company 
has responsibility for stewardship of our natural resources and must str ve to c nduct business in 
ways that protect and preserve the environment. Our employee busi ess par ers, suppliers and 
consumers must all work together to continuously find innovative ays fost r the efficient use of 
natural resources, the prevention of waste and the sound manageme t of water. Doing so not only 
benefits the environment, it makes qood business sense 

X 1 

EQUAL OPPORTUNITY POLICY 

The Coca-Cola Company values all employees and the con ibutions they make. Consistent with 
this value, the Company reaffirms its long-standing mmitment to equal opportunity and affirmative 
action in employment, which are integr I pa ts o our corporate environment. The Company strives 
to create an inclusive work environment fr of disc mination and physical or verbal harassment with 
respect to race, gender, color, nationa origin, religion, age, disability, sexual orientation, gender identity 
and/or expression, or veteran status. We will m ke reasonable accommodations in the employment of 
qualified individuals with disabilities, for rel gi us beliefs and whenever else appropriate. 



The Company maintains equal employment opportunity functions to ensure adherence to all laws 
and regulations, and to Company policy in the areas of equal employment opportunity and affirmative 
action. All managers are expected to implement and enforce the Company policy of nondiscrimination, 
equal employment opportunity and affirmative action, as well as to prevent acts of harassment within 
their assigned area of responsibility. Further, it is a part of every individual's responsibility to maintain 
a work environment that reflects the spirit of equal opportunity and prohibits harassment. 
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Our Position on 




Our Position on Obesity 



Background 



All over the world, our consumers are telling us they care about their ell-be ng, and we care too. We 
recognize the health of our business is interwoven with the we l-be ng of our consumers, our employees 
and the communities we serve. The prevalence of overweight nd obe ity is one of today's most critical 
health concerns. According to the World Health Organization (WHO), "Worldwide obesity has more than 
doubled since 1980. ... In 2008, more than 1.4 billion adults, 20 and older, were overweight. Of these 
over 200 million men and nearly 300 million wome we obese..." (WHO, 2012) 

WHO defines overweight and obesity "as abnormal or e essive fat accumulation that may impair 
health." (WHO, 2012) WHO states that "[t]he undamental cause of obesity and overweight is an energy 
imbalance between calories consumed and alories expended," due to a global increased intake of 
energy-dense foods and decrease in p ysical a tivity 

"Overweight" is considered to be a Body M ss Index (BMI) 1 greater than or equal to 25, and 'obesity' a 
BMI greater than or equal to 30. (WHO, 2012) The (U.S.) Centers for Disease Control and Prevention 
(CDC) states that other useful measures of obesity include waist circumference and skin-fold thickness. 
(CDC, 2012) 



Our Position 



f 



2> 



Obesity a seri us and complex global health problem that requires the collective efforts of 
everyone - individuals; academia; professional societies; communities; businesses and 
governm nts - to solve. And that includes The Coca-Cola Company. 

There is widespread consensus that weight gain is primarily the result of an imbalance of e ergy 
- pecifically too many calories consumed versus expended. 



When it comes to managing weight, it is important to balance the calories you take in with the 
calories you burn. To lose weight, you need to either burn more calories or con ume f wer 
calories or both. The concept of balancing calories in and out is what he experts refer to as 
"energy balance." 

People consume many different foods and beverages, so no one single ood or beverage alone is 
responsible for people being overweight or obese. But all calorie count whatever food or 
beverage they come from, including those from our caloric be erage . 

We recognize the uniqueness of consumers' lifestyle and die ary choices. All of our products 
can be part of an active, healthy lifestyle that includes a sensible, balanced diet and regular 
physical activity. 



Consumers who want to reduce the calories they onsume from beverages can choose from our 
continuously expanding portfolio of low- and no-calorie beverages, as well as our regular 
beverages in smaller portion sizes 

We are helping to develop workable solutions to address obesity - by partnering with 
government, academia, health societies and other responsible members of civil society. 



1 BMI is defined as a person's weight in kilograms divided by the square of his height in meters (kg/m 2 ). 
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Our Commitments 

To help develop workable solutions to address obesity, we have made the fol owing commitments: 

• Use Evidence-Based Science: We are 

committed to using evidence-based science to 
guide the choices we offer and the way we 
educate about those choices; 



Innovate: We are committed to investing in the 
innovation of sweeteners, products, packag ng, 
equipment and marketing that fosters 
healthy living; 



s, packag ng, 
ters active, 



Execute & Educate Around Choice: We a 

committed to bringing real cho ce to consum rs 
everywhere, and educating them on the role 
our variety of beverages can play in sensible, 
balanced diets and active healthy lifestyles; 

Inform With Tran parency: We are committed 
to being transparent ab ut the nutritional 
content of our products; 

Market Respon ibly: We are committed to 
resp nsib ma keting of our products, 
honoring the rights of parents and caregivers, 
and informing and educating consumers about 
the b verages we provide; and 

Promote Active, Healthy Living: We are 

committed to being part of workable solutions 
to the problems facing society related to 
obesity by assisting our associates and their 
families, as well as the communities that we 
serve, in promoting active, healthy living. 
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Weil-Being Facts About Our Company and Brands 



Our Global Beverage Portfolio 

• Globally, we are the largest provider of sparkling beverages 1 , ady-to-drink (RTD) juices and 
juice drinks, and RTD coffee. Our beverage portfolio in ludes more than 500 brands, including 
the world's most valuable brand, Coca-Cola, as well as anta, Sprite, glaceau vitaminwater, 
Powerade, Minute Maid, Simply and Georgia. 

• We have 15 billion-dollar brands that show ase the variety and choice in our portfolio: 
Coca-Cola, Diet Coke, Coca-Cola Zero, Spr e, Fanta, Minute Maid, Powerade, Aquarius, Dasani, 
vitaminwater, Georgia, Sokenbicha, S mply, Minute Maid Pulpy and Del Valle. 

• Through the world's largest be erage distribution system, consumers in more than 200 
countries enjoy the Company's everages at a rate of 1.8 billion servings a day. 

• We continue to expand u b erage portfolio to meet consumers' evolving needs and 
preferences. We offer more than 3,500 beverages around the world, three times the number we 
offered a decade ago and more than 10 times the number we offered 20 years ago. 

• Today, we have a Co a-Cola for everyone with 23 different "Coca-Cola trademark products" for 
which t e trademark incorporates "Coca-Cola" or "Coke," including Coca-Cola, Coca-Cola Light, 
Diet Coke, Coke Zero, Caffeine Free Coca-Cola, Caffeine Free Diet Coke and Cherry Coke. (Note: 
These p oducts are not available in all retail outlets.) 



X 



We are committed to providing a variety of products for every lifestyle and occasion 

All of our products can be part of an active, healthy lifestyle that includes a sensible, alance 
diet and regular physical activity. 



Consumers who want to reduce the calories 2 they consume from beverages can hoo e from 
our continuously expanding portfolio of low- and no-calorie 3 beverage as well as our regular 
beverages in smaller portion sizes. We provide more than 800 low nd no calorie beverages, 
nearly 25% of our global portfolio. Nineteen of our top 20 brand have a low- or no-calorie 
alternative or are low- or no-calorie. 

As part of our commitment to choice, low- and no-calo ie op ions o our caloric products are 
commonly available. For example, in many developed ountries around the world, consumers 
can find Diet Coke, Coca-Cola Light or Coke Zero in m re than 90% of places where Coke is sold. 
In some countries, like the U.S., France, Spain, ew Zea and, the U.K. and others, availability is 
even higher - consumers can find Die Coke, Coca-Cola Light or Coke Zero in nearly every store 
Coke is sold. 4 
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Our Global Beverage Portfolio - Innovation 

In 2011, we launched more than 500 new products globally, including portion controlled options for 
regular calorie beverages and more than 100 low- and no-calorie bev rage , approximately one-fifth of 
all new product launches. 



• We continue to increase the fortified products we of er and h ve products with added vitamins, 
minerals and other beneficial ingredients. Some exampl s include: 

Minute Maid Antiox - Contains antioxidants from fruits (Spain) 

Minute Maid Kids+ - Orange juice w h esse tial nutrients for children, including 

vitamins A, C, D, E and calcium (USA) 

Minute Maid NutriBoost - Dai y and juice drink fortified with essential nutrients 
(Thailand and Vietnam) 

Minute Maid Pulpy Su erMilk - Fort fied with whey protein and contains fruit bits 
(China) 

NutriJuice - For ified with four vitamins and minerals focused on providing iron to 
children with iron eficiencies (Philippines) 



Our Global Beverage Portfolio - Calories 

Total Portfolio^^^ 

Since 2000 our verage calories per serving have decreased by 9% globally. 

Nearly ne-quarter of our global volume is low- and no-calorie. 



k Mo e than one-third of incremental volume growth over the last 15 years has been in low- and 

o-calorie beverages. 

Spark ng Portfolio 

o 



k ng Portfolio 

Thirteen percent (13%) of our global sparkling volume is in low- and no-calorie b verages. 



Fifteen percent (15%) of our incremental sparkling volume growth over he last 15 years has 
been in low- and no-calorie beverages. 

Eighteen percent (18%) of our global Coca-Cola trademark v lum is low and no-calorie. 

For each of our key global sparkling brands, there exists a low- or no-calorie version. (Note: 
"key" is defined as trademarks that cumulatively repre ent 95% of TCCC volume; "global" is 
defined as those brands that are manufactured in 2 r more operating groups. These products 
are not available in all retail outlets.) 
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Eurasia Africa Beverage Portfolio - Calories 
Total Portfolio 

• Fifteen percent (15%) of our volume in Eurasia Africa is low- or no- alorie 

• Twenty percent (20%) of our incremental volume growth ver he last 15 years has been in low- 
and no-calorie beverages. 

Sparkling Portfolio 

• Four percent (4%) of our sparkling volume in Eurasia Af ica is low- and no-calorie. 

• In Eurasia Africa, 4% of our incremental sparkling olume growth over the last 15 years has been 
in low- and no-calorie. 

• Five percent (5%) of our Coca-Cola trademark volume in Eurasia Africa is low- and no-calorie. 

Europe Beverage Portfo io - Calories 
Total Portfolio 

Thirty percent (3 %) of our volume in Europe is low- and no-calorie. 



In Europe, nearly 59% of our incremental volume growth over the last 15 years has been in low 
and no- alorie beverages. 



Sparkling P rtfo o 

Twenty- wo percent (22%) of our sparkling volume in Europe is low- and no-calorie. 



In Eu ope, more than half of our incremental sparkling volume growth over the last 15 yea s ha 
b n in low- and no-calorie beverages. 

Twenty-six percent (26%) of our Coca-Cola trademark volume in Europe is low and no calorie. 
In 1999, 17% of the Coca-Cola trademark volume in Europe was low- and no-ca orie. I 1980, 0% 
of our Coca-Cola trademark volume in Europe was low- and no-calori 



Latin America Beverage Portfolio - Calories 



Total Portfolio 

• Eighteen percent (18%) of our volume in Latin America is low- nd no calorie. 

• In Latin America, nearly 29% of our incremental volum growth over the last 15 years has been 
in low- and no-calorie beverages. 



Sparkling Portfolio 

• Six percent (6%) of our sparkling volume in La in America is low- and no-calorie. 

• In Latin America, 9% of our increme al sparkling volume growth over the last 15 years has been 
in low- and no-calorie beverages. 

• Seven percent (7%) of our Coca-Cola trademark volume in Latin America is low- and no-calorie. 
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North America Beverage Portfolio - Calories 
Total Portfolio 

• Over the past decade, our average calories per serving has de reased nearly 11% in the United 
States. 

• Nearly one-third of our volume in North America is low- and no-calorie. 

• In North America, 53% of our incremental volume growth over the last 15 years has been in low- 
and no-calorie beverages. 



Sparkling Portfolio 

• Nearly one-third of our sparkling volume in North America is low and no-calorie. 

• In North America, all of our increme tal spar ling volume growth over the last 15 years has 
been in low- and no-calorie be erages 

• In 2011, Coca-Cola Zero de vered double-digit volume growth for the fifth consecutive year in 
North America. 



• When Diet Coke was nt oduced in the United States in 1982, 1% of our servings sold were low- 
and no-calorie, n 1999, 32% of our Coca-Cola trademark volume in North America was low- and 
no-calorie. To ay, 41% of our Coca-Cola trademark volume in North America is low- and no 
calorie. 

Additi nal Fac s 

Be ween 2000 and 2010, the number of calories Americans consumed from caloric sweeteners, 
such s sucrose and HFCS, declined by more than 11%. 

Pacific Beverage Portfolio - Calories 
Total Portfolio 

• Twenty-two percent (22%) of our volume in the Pacific is low- and no calorie. 



ers, 



• In the Pacific, nearly 34% of our incremental volume growth over the last 15 years has been in 
low- and no-calorie beverages. 

\VJ 

Sparkling Portfolio 

• Six percent (6%) of our sparkling volume in the Pac fic is low and no-calorie. 

• In the Pacific, 9% of our incremental sparkling volume growth over the last 15 years has been in 
low- and no-calorie beverages. 

• Eleven percent (11%) of our Coca-Cola trademark ol me in the Pacific is low- and no-calorie. 
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Global Responsible Marketing Commitments and Related Facts 
Responsible Marketing Policy 

We have a Responsible Marketing Policy that covers all our beverages, and we do not market any 
products directly to children under 12. This means we will not buy advertisin directly targeted at 
audiences that are more than 35% children under 12. Our policy applies to television, radio, print, and, 
where data is available, to the Internet and mobile phones. 

Global School Beverage Guidelines 

Honoring the rights of parents and caregivers to make choices for their children is the cornerstone of 
our responsible marketing practices. We believe n commer ial-free classrooms for children and respect 
the decisions by parents and schools around what beverages are made available. 

For several years, we have had voluntary industry hool beverage guidelines in Europe, the United 
States, Canada, New Zealand and Aust alia In 2010, we developed The Coca-Cola Company Global 
School Beverage Guidelines, which guid our p actices across the more than 200 countries where our 
products are consumed. 

• We will not offer our bev ages in primary schools unless asked by parents, caregivers or school 
authorities to meet hydration needs. 

• In secondary schools, w will offer a range of beverages (including water, juices and other 
beverages in bo h r gularand low-calorie/calorie-free versions). 

• We will provide fact-based nutrition information to promote informed choice and will make 
every ef or to ensure that vending and cooling equipment is accompanied by messages 
pro oting active and balanced lifestyles. 



2> 



Global Active Healthy Living (Energy Balance) and Nutrition Education 

All over the world, our consumers are telling us they care about their health, and we are to 
We take seriously that people want a wide variety of beverages and packages to mee their 
needs for refreshment, enjoyment, nutrition and hydration. That's why we wo k so hard to 
provide a variety of products for every lifestyle and occasion. And, it's why we ake a three- 
pronged approach to educating people on the importance of energy alance, providing variety 
in our products and package sizes and encouraging active, healthy lifestyles tha include a 
sensible, balanced diet and regular physical activity. 



We believe in the importance and power of 'informed choic ' and cont nue to support fact- 
based nutrition labeling and education and initiatives that encourage people to live active, 
healthy lifestyles. 

In September 2009, we were the first beverage company o commit to front-of-pack energy 
labeling globally on nearly all our packaging by he end of 2011, and we have met this target. 

In February 2010, Coca-Cola North Ameri a joined the U.S. beverage industry in supporting Mrs. 
Obama's childhood obesity initiative wit a "Clear on Calories" commitment. 

In addition to our product and packagi g innovations, we support more than 250 nutrition 
education and physical activity initiatives in more than 100 countries. We're committed to have 
a physical activity program in every country where we operate by 2015. 
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In 2011, we spent approximately $8.5 million on Active, Healthy Living and Health and Wellness 
programs. 

We offer beverages with and without calories and are helping to d velop workable solutions to 
address obesity - by partnering with government, academia, health ocieties and other 
responsible members of civil society. 



Notes 

1 Sparkling beverages = sparkling soft drinks (sparkling wa r, juice, tea, coffee and sports drinks are 
excluded). 

The term "calorie" is a commonly used term referring to the scientifically-accurate term, "kilocalorie." 
An alternate measurement, "kilojoule," is us d in some countries. Both terms are measurements of the 
energy provided by a food or beverage and the energy used by the body. 

• 1 kilocalorie = 4.18 k ojou s 

• 1 kilojoule = 0.24 kiloca r 

\\ 

3 For the purpose of comp ing this data, "low- and no-calorie" is defined as 0 to 25 calories per 8 fluid 
oz. (240 mL) serving. 

4 Data reported re f om The Nielsen Company. Data are not available for all countries and do not 
include all retail utlets or channels. 
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